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FINELY CRAFTED WATCH STRAPS AND KEY RINGS. 


The richness and elegance of pigskin and French shell. In avant-garde fashion styling that is internationally 
iccepted. Quality-made, with the look and feel of the finest designer-originals, yet popularly priced to retail for 
only $3.00 to $5.00 each. They're truly a collection par excellence. 
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WHEN YOU BUY HANDBAGS 
TO RETAIL FROM $9 TO $17 
FIRST SEE HRV FOR THE LATEST 


CONTEMPORARY FASHION 
STYLES AND COLORS. 


THE HRM COMPANY 
33 EAST 33rd ST NYC 10016 (212) 684-1980 


FASHION COLORS 
FASHION STYLES 
IMMEDIATE DELIVERY 


eK ink af Ra thschild 


36 So. State St. Chicago, Illinois 60603 


CAL OBUE (312) 332-2634 


SEND FOR 


“LET’S INSIST ON QUALITY !” 


As an old time reader of HANDBAGS & 
ACCESSORIES, | congratuiate you on 
the job you are doing! 

Perhaps you can help out all the 
retailers by doing something about the 
return authorization problem. 99% of 
our returns are defective merchandise 
returned by a customer after 1 or 2 
wearings, not abused but because of a 
bad snap—bad zipper—the cheap im- 
port straws fal! apart. It’s bad enough 
that we have to pay freight in and out, 
we now have to write for a return slip, 
another 13é spent, then wait for a new 
bag or credit...maybe. In many in- 
stances, customers are outraged and 
ask for and get a refund. 

The amount of returns are getting out 
of hand. The imports are murder! 
Believe it or not, we have houses to 
which we return only 1 or 2 a year, 
without special authorization. The bags 
are repaired well or replaced. If 
Mardane, Dorcelle, JR can do this, what 
is wrong with the rest? 

We don’t create problems—Lord 
knows we have enough problems in 
business today. Let’s get together and 
ask for better goods. Let the importers 
insist on quality—good snaps—good 
zippers. We'll pay the difference and at 
last feel we are giving the customer 
quality goods. We buy imports only 
when we have no choice, as in certain 
groups where no one has $7 to $10 bags. 


Louis Barnett, president 
Barnett’s Fashion Accessories, Inc. 
Evergreen Park, Illinois 


Dear Mr. Barnett: 


I'm so glad you said it—we couldn't 
agree with you more. What we can do 
about it is bring it to light. 

Many retailers have complained 
about the poor quality of imported bags, 
and | know that most of them would not 
buy as much imported merchandise if 
they could find the same look in 
domestic goods at the price points they 
need. 

Workmanship is appalling in other 
imported merchandise too. Recently | 
had the bad fortune to purchase an 
imported wall unit system for my 
daughter’s room from a furniture firm 
on Park Avenue that shall remain 
nameless. It fell apart just months later, 
but they refused to do anything about 
it—not even repair it. Hundreds of 
dollars down the drain. 

The only suggestion | would make to 
you and other retailers who have had 
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.AND THE UGLY... 
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SLAAA 
BELTS & BAES 


SHOWROOMS: LOS ANGELES - CAL-MART A945 - JERRY STUART 628-8722 


NEW YORK - 389 5th AV. Rm. 1212 - 
DALLAS - 2136 Apparel Mart - FRAN 


ALART 532-6732 
WHITE - 634-9760 


SAN FRANCISCO - 821 Market St. - HERMAN GAYER - 777-3338 


SLAM BELTS AND BAGS - 
A DIVISION OF MAHLER SALES CO. INC. 


1147 SANTEE ST. 


LOS ANGELES, CALIF. 


M 


NEW YORK SHOWROOM ~» 10 EAST 33RD ST. + 
MIAMI SHOWROOM »* 1950 WEST 8TH AVENUE 


Hit the road to 
fashion with this all 
leather ribbed hobo 
from Marcus. Sen- 
sibly priced at all 
Marcus Brothers 
Showrooms. 


ARCUS 


BROTHERS 


NEW YORK, NEW YORK 10001 
* HIALEAH, FLORIDA 33010 


Other showrooms in Dalias and Los Angeles 


TLoetters (continued) 


the same experience with handbags 
(and you said it): insist on quality 
When you buy from a company and the 
bags do not hold up, never buy from 
him again. Shop the market until you 
find quality and then stick with it. There 
are always new domestic companies 
trying to get started (check our pages 
for names) and if you are not satisfied 
with your present resources, seek out 
new ones. Stores who shop the market 
really thoroughly will uncover new 
domestic companies who offer the same 
types of designs but will give you the 
service and quality you and _ your 
customers deserve. 

Many thanks for bringing attention to 
this important subject. | hope others 
will do the same 


Renee Brown 
Editor/ Publisher 


““WORSE THAN A STEPCHILD?”’ 


Dear Renee, 
Your July issue, which features um- 
brellas, is exceptionally well handled 
and we congratulate you for highlight- 
ing umbrellas as a major part of a first 
floor department that should be expand- 
ed to include all kinds of coordinates. | 
heartily agree in principle and am 
particularly happy that you showed the 
lovely, comprehensive department of 
Eaton’s of Montreal. Most of the 
umbrella departments in the United 
States have been relegated to ‘‘worse 
than a stepchild’’ department. A promi- 
nent location on the first floor would 
certainly be a great improvement, not 
only for suppliers but for retailers. 

| was quite amused at the picture you 
had in a recent issue, where a 
midwestern store had a vast increase in 
business by accident because someone 
inadvertently opened and displayed a 
large number of umbrellas, which in 
turn caused a lot of attention and sales. 
Most interesting fashion umbrellas 
being featured at the present time need 
to be shown in rotation in an opened 
position. 

| also noted with great interest that 
you are changing the name of your 
magazine to ‘‘Fashion Accessories 
Magazine.’’ This is a great step forward 
and considering that you feature many 
other items in accessories in addition to 
handbags, this makes this new name 
more appropriate. 


Lawrence R. Katz 
Polan, Katz & Company 
Baltimore, Md. 
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Enthusiasm is the key word for holiday and early spring 
ag AS Calif 1 West C cre ducing varied and 
best in California! West Coast creators are producing 
| 9@® W far-reaching innovations for the upcoming early market 
presentation, and new shapes, concepts and materials will abound. 
The manufacturers are excited and optimistic about the reception of 


their new lines... 


HANDBAGS: ACCENT ON FABRICS the most popular leather bodies with 
AND DRESSIER LEATHERS leather as trim this time around. 
Fabric handbag manufacturers are 


The rising cost of leather is definitely _ attacking the challenge from a different 
changing the course of the California direction. Their concepts and orientation 
handbag industry. generally produce a softer, more 

Early previews show that manyofthe —_ body-hugging bag, and their aim for 
leather houses willbe expandingintothe upcoming new lines is to refine that soft 

N-S leather clutch by 


fabric market for holiday and spring. structure by incorporating more 
Linenandcanvasarebeingmadeupin _—_detailing—interior pockets, multiple Scarlet Leather. 


Leather bag and 
screened-print burlap 
envelope—Trio 
Handbags. 


Bolo ties and suede and satin rattail; double-chained, 
single chain with charm. By St. Dobi Designs. 


gussets, top stitching — heretofore 
available mainly in leather. 

Much of the leather that will be shown 
for holiday is of finer, European quality 
with gloss finishes. It is more lightweight 
than in previous seasons, and the bags 
themselves are smaller, softer and more 
tailored. 

Annie of California is a prime example 
of a fabric handbag line zeroing in on its 

(continued) 


NEW YORK SHOWROOM: 


come to the ocean SS 10 W. 33rd St. (630) « (212) 594-525 


LOS ANGELES SHOWROOM: 

11OE. 9th St (A-1011) - (213) 627-3263 
BRAZILIAN LEATHER: 

Finest quality, soft and supple 
POLYURETH# . 

Great styles and value 


Ocean Imports, inc. 


detailing. Gauze, linen, canvas and an 
orlon/cotton blend are among the varied 
fabrics being fashioned into pillowy, 
double-handled, multi-compartmented 
styles for holiday and early spring 

Owner Eddie Diaz points out that Annie’s 
goal is to give the shopper ‘‘more for her 
money”’ by introducing more organized 


Oval-frame coin purse, 
““cheque-her”’ clutch; and 
““trez-cheque”’ clutch. By 
Gary’s Leather. 


space in combination with the wide choice 
of fabrics at reasonable prices. Two looks 
previewing for holiday can be seen right 
now. Soft print fabrics and solid gauze 
are quilted, gathered, buttoned and 
zipped into several captivating styles 

A delicate paisley comes assorted in three 
color combinations and four roomy 


double-handled styles. Crushable 
gathered gauze in brick, black or grey 
with natural wood trim comes in a choice 
of three totes (one embellished with 
embroidered aztec birds) and one 
envelope style 

Michael Greitzer of Phillippe 
announces the introduction of four new 
divisions that will expand on his genuine 
leather lines for Spring '77 

Geared to serve a wider variety of 
life-styles, the new collections will 
include dressy leathers, and styles 
incorporating rope, cotton, canvas, linen, 
jute and cire nylon. A lot of leather will be 
used as trim 

The general direction is toward more 
sophisticated and tailored lines. The bags 
will be flatter and closer to the body, and 
neutral colors are of greatest importance 

(continued on page 45) 
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@ Poly-Vinyls 
e Leather 
e Canvas 
e Straw 


FASHION IMPORTS 
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And just wait 

till you see | 
the fabulous 
Taree * 
moderately 
_priced 


weve got 
for Fall. 


EMPIRE STATE BUILDING/SUITE 721 
NEWYORK. N.Y /212-594-8535 
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ACCESSORIES by PEARL 


330 FIFTH AVENUE ® NEW YORK, N.Y. 10001 
(212) 594-5580 
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The California Accessories Guild Market 
Resort / Spring 
September 13th through September 24th 
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CALIFORNIA 


By Diana Ho 


MIDWEST 


By Joni Johnson 


SOUTHWEST 


By Pauline Neff 


Los Angeles...There are optimistic predictions from at least 
one retailer in California! A dmm for a major Los Angeles 
department store chain recently explained that in spite of the 
economic slowdown and resultant conservative planning, his 
outlook for fall and holiday is quite favorable. After a closely 
{continued on page 64) 


Chicago...Do you like the unexpected? A touch of whimsy? A 
visual wisecrack? Then step inside the multi-level free-flow- 
ing atmosphere of Madigans Juniors in Woodfield Mall and 
you will find plenty to suit your fancy in their wonderfully 
zany approach to display. Tinted eye tantalizers, such as 
plexiglas faces and hands, hang from the ceiling holding 
(continued on page 65) 


Dallas...The road that leads from plants and paintings and 
home-designed sportswear to successful accessories selling 
may seem a devious route indeed. But this path is the one 
chosen by El Matha Horn and Mary Kate Swanson at the 


Strawberry Frosting shop in Houston 
(continued on page 68) 
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14 E. 32nd St. NYC 10016 (212) MU4-2269 


Sculptured Suede 


Leathers 


Urethanes & Fabrics 


Distincti 
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SALES REPS: 
Jeanne Oberman, NY-Alan Strauss, Metro NY 


Oscar Eichmann, Mid Atlantic 
Ralph Morgan, New England 

MARTS: 
Chicago: Harvey Bartfeld 312-263-1187 
California: Mac Waldman 213-622-0983 
Charlotte: Eloise Costner 704-375-4081 
Dallas: Bergoffen Associates 214-637-3525 
Miami: Jeffrey Willner 305-822-3936 


PHAZES 
JEWELRY, INC. 


Fine Hand Crafted Ste ling 
For Every Phase of Your 
Jewelry Needs 


HAMMERED PENDANTS, 
EARRINGS, CUFFS 


e 
CASTED RINGS, 
PENDANTS, EARRINGS, 
o 


BASIC CHAINS 


390 5th Avenue, N.Y., N.Y. 10018 
Room 701A (212) 564-8740 
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..simply beautiful accessories 


BEN GOODMAN WILL SHOW A HOLIDAY GROUPING OF SCARFS, SHAWLS, AND OTHER 


ACCESSORIES BEGINNING THE WEEK OF august 9th 


eo @ A SPARKLING VARIETY OF SHAWLS IN SOFT, SUBTLE LUREX, HANDPAINTED 


DESIGNS AND INTRICATE, MACRAME-TYPE HAND CROCHETED SHAWLS. 


A BEAUTIFUL SELECTION OF HOLIDAY SCARVES DESIGNED 
TO SPAN THE SEASONS 


PLUS - SENSATIONAL PONCHOS AND VESTS, TUNICS, CAPS AND 
TURBANS AND CONTEMPORARY ACCESSORY ITEMS 


ben goodman & son co., inc 
* 


1S West 37th St, NYC10018 (212) 391-8061: 


Chicago (312) 332-1560: Los Angeles (213) 389-4096: Atlanta (404) 688-9540: — Charlotte (704) 333-5093 


N.Y. 106 


‘Miami/Atlanta/San 
US eas 
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SEND FOR CATALOG 
SUMNER GRANT — SIRCO INTERNATIONAL 
700 S. FULTON AVENUE — MT. VERNON, N.Y. 10550 


SIRCO INTERNATIONAL CORP.: 700 S. Fulton Ave., Mt. Vernon, N.Y. 10550 
New York: 10 West 33rd St., New York, N.Y. 10001, Suite 907 
Dallas: 2300 Stemmons Freeway, Dallas, Texas 75207 
: Los Angeles: California Mart, 110 East 9th St., Los Angeles, Ca. 90015 
_ A DIVISION OF San Francisco: 760 Market Street, San Francisco, Ca. 94101 
rl ; Denver: Denver Merchandise Mart, 451 E. 58th Ave., Denver, Colo. 80216, Rm. 3370 
_ Toronto: Sirco Intn‘l. Canada Ltd., 1321 Blundell Road, Mississauga, Ontario, Canada 
DEFCO | _ Montreal: Sirco intn’l. Canada Ltd., Mart A, 38 Amos St,, Place Bonaventure, Montreal, Canada 
London: Sirco Leatherware, N. Circular Rd., Finchley, London N. 12, England 
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THE DESIGNERS © 


Cathy and Marsha, for 
CaurEHIrS Seq 


Contemporary Accessories 
417 Fifth Avenue NY 10016 212-889-6721 


Preston Manser makes metal move. His 

designs in gold and silver-plated metal 

perform an undulant liquid dance, 
irresistable to the eye and touch. 

The crooked little man in the crooked 

little house might have climbed Pres- 

. ton’s crooked little stair. Available in 

a gold or silver, this bright zig-zag of 

= metal is hung on 36’’ and 24”’ cord (for 

aa cowl necks) and is also shaped into cuffs 

4 and earrings. 

ox Another interesting group exhibits 

this same allure of movement. Preston 

____ calls it draped metal but it looks like the 

= finger waves of the 20s. Liquid and 

poping: yeu have to touch it to believe 


manner as tassels are fashioned into 
36’’ ropes and pendants. It’s Preston’s 
social statement and you have to see it 
to know why. The line is at Castlecliff, 
417 Fifth. 


A jewelry designer, Kenneth Jay Lane, 
turns to handbags and the result is 
some very striking ornamentation. KJL 


ique- 
JEWELRY FOR THE CONTEMPORARY WOMAN. 


Garempoyyan 


JEWELRY FOR THE CONTEMPORARY MAN 


DESIGNED BY DEBBIE LAUB 


California Mart, Suite A1061, 
(213) 749-7211 


has done a small group of lovely suede 
ags | ture | on the) inside, nicely) for 


Woolf, Sappho, D’Arc and Bernhart. 


Fashion 


SCARVES PLUS + + + 


Accessories Ltd 
385 5th Ave. New York 10016 (212) 532-3920 


Visiting Prize Possessions at 392 Fifth 
Ave. is like opening a trunk of treasures 
full of delightful surprises. Take Kris 
Padgett’s new line of crinoid jewelry, 
for example. Kris discovered crinoids— 
tiny fossilized marine animals, dating 
back 350 million years, in a stream in 
Indiana. One interesting necklace is 
created by the use of crinoids and drip 
stones (which bear a tiny natural 
hole—perfect for stringing) hung on a 
strand of leather. The line ranges from 
$12-35. 

If canvas is your bag, Moonlight San 
Francisco is offering a great family of 
totes. The faces may look the same 
(each tote hangs from a double wooden 
handle which may be removed for 
cleaning or clutching) but the personal- 
ities are decidedly different. For the 
English major: the Famous Authors 
tote, proudly bearing the names of 
Byron, Whitman, Proust, Bronte and 
Austin, ad infinitum. For the feminist: 
Famous Women, Fuller, Earhart, 


ries Magazine, 


Brass & Sterling Silver Jewelry 


DESIGNS LTD. 
366 Sth Ave NYC 10001 212-564-4125 


For the frustrated composer: Strauss, 
Handel, Verdi, Chopin and Rossini. 
And for the feline aficionado, a marvel- 
ous tote with a cat stretching from front 
to back. All totes are $10 cost. 

Don Thomas Ltd. has a way with 
Sterling. Hammered silver disks are 
hung on double strands of silk cord and 
manipulated with sterling stations. The 
slender lariat of silk cord with silver 
tassel tips may be worn as a choker, 
necklace or belt. Treasures galore, at 
Prize Possessions, 392 Fifth Ave. 


Coordination is the key to Anne 
Klein’s jewelry line for fall. There are 
three ee major themes: graph, paisley and 


Gants, crosses, earrings, bracelets, stick 
bar pins nd metal belts. 

ction, resembling tiny 

ics, is inlaid into crosses 

q hich are ang on 


rich brown, beige and gray silk scarf, 
bordered in the graph pattern is a 
beautiful accent. 

The paisley group focuses on one 
common shape—a delicate pointed 
teardrop which is lovely interspersed on 
a delicate gold chain and as the closure 
on a metal snake belt. The various 
shades of lavender in the scarf and the 
repetition of the teardrop pattern is a 
lovely complement. 

Snakes can be striking in jewelry as 


JALEH ano JOSEPH besions 


in ACCESSORIES and SCARVES 


Ben Goodman & Son, Inc. 
15 W. 37th St. NY (212) 391-8061 


well as handbags. Anne Klein inlays 
rust, wine and black snake into crosses, 
lockets, bracelets and bar pins. 

A creative organization. See the 
collection at Accessocraft, 389 Fifth 
Ave. 


Alician de Califernia—her shawls, 
scarves, ponchos and tabards are as 
delicate as her name. The hand- 
crocheted macrame shawls, made from 
gracefully twisted strands of blue, white 


‘or creme ribbon are as glossy and light 


as merangue. Bordered with long, 
treaming fringe, the shawls are delic- 
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HANDBAG SUNGLASSES 


JEWELRY BELTS 


marvelous double-layered chiffon—a 
spring and autumn breeze of light and 
dark color with gentle scalloped edging. 

Her supersuede tunics are as soft as 
deerskin and the T-knit tabards in a 
supple jersey float over the body like a 
dream. See Alician’s work at Alart, 389 
Fifth Ave. 


Elegance with a capital C—that's Oleg 
Cassini’s new printed leather collection 
of handbags and personal leathergoods. 
The design is a delicate pattern of 
winding stems and dainty leaves inter- 
spersed with a circular floral motif. The 
pattern, available in suede or leather, 
adds an interesting new dimension to 
the hobo, satchel and sport bag—a 
classic short shoulder with a single 
gusset and leather trim. The bags are 
beautifully complemented by the same 
design repeated in an entirely different 
medium—the silk scarf. See the collec- 
tion at Dame Belt & Bag, 10 West 33rd 
St. 
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= With this issue, we have adopted a new name: FASHION ACCESSORIES 

Ag MAGAZINE. The new logo is a natural part of our evolution to total fashion 

=/ accessories coverage and in fact is in keeping with our present editorial 

coverage. It does not mean that we plan any major format or content changes. 
We plan to continue the editorial direction we began three years ago—that is, to continue 
our strong coverage of handbags and to expand our scope to include more coverage of 
jewelry, scarves, hats and other fashion accessories. 

It is our editorial philosophy that fashion accessories should be merchandised together, 
as a total fashion concept: at the retail level and that our magazine will be most helpful to 
all our readers if we present accessories in this same light. As accessories complement an 
outfit, they also enrich and complement one another...all part of our total woman, total 
fashion concept. 

We also feel there is no reason to separate ‘‘handbags’’ from the term ‘‘fashion 
accessories;’’ it is like saying ‘‘apples & fruit.’’ After all, a handbag is a fashion 
accessory—a very important one. Because for many years HANDBAGS & ACCESSO- 
RIES, despite its broader title, covered only handbags, we do want to assure our many 
friends and advertisers in the handbag business that this does not mean we plan to devote 
any less space to handbags. In fact, as the magazine becomes more important to 
accessories retailers, our more complete fashion accessories coverage can only benefit all 
of our advertisers, including the handbag manufacturers. 

Just as one example, the owner of a smart group of sportswear boutiques recently told 
us that she had not been carrying handbags, but had been stimulated to add them to her 
shop through the presentation of bags in our magazine—which she had been receiving 
because she bought jewelry and scarves. And that’s what we’re in business for—to help 
you with your business. 

We hope you will continue to enjoy FASHION ACCESSORIES MAGAZINE as much if 
not more than you have H&A...we think you will because we plan to make it an even more 
exciting, vital magazine for all fashion accessories merchandisers. 


Jewelry: 


A Tailored Trend Creates 
Mixed Feelings 


¥: It’s back to basics for most 
jewelry departments this 
, Pe Although there is 
plenty of activity in other areas—the 
new soft jewelry, ethnics and western— 
; basic tailored jewelry is reasserting its 
: status as the backbone of the 
jewelry department. 
After All That Excitement... 

1975 was a succession of explosive 
items. It began with the little nothing 
necklace, then came the puka and 
heishi and on top of all that the 
moodstone craze. It was a 
merchandiser’s dream come true— 
everyone knew that as long as counters 
were well stocked with the item in 
vogue, sales would take care 
of themselves. 

Defying inflation, fashion quirks and 
the increasing competition from other 
accessory categories, jewelry sales 
increased a phenomenal 90% in 1975. 

A Treadmill Effect 

The word to describe the present 
situation is hyper. Everyone is tuned 
up and turned on, eager to buy, 
eager for excitement, eager for another 
_item and although there is a lot of 
experimentation, there is nothing yet to 
replace the puka or moodstone. 

_ Because '75 was such a banner year, 
stores increased their open-to-buy 


ut in the June market, buyers 
; unsure of where to spend the 
‘not seein any strong” 


in anticipation of another great jewelry © 


direction of which to take hold. 

The money is there and buyers are 
no longer inventory clerks. As one 
manufacturer observed: ‘‘A smart, 
talented buyer has an opportunity to 
shine under the present circum- 
stances.’’ The success of a jewelry 
department, perhaps now more than 
ever, reflects the buyer's ability to 
offer the right merchandise to the right 
customer at the right price points. 
The rocking chair days of item after 
item are over—today’s jewelry buyer 
must live up to her title. 

Certainly it’s a difficult challenge. 
Last year’s high figures, based to a 
considerable extent on Dame Fortune 
and Lady Luck, may be unrealistic in 
today’s quieter, steadier market 
picture—unless another item or strong 
trend happens along. 

Tailored Triumphs 

Tailored is back and the reasons why 
are diverse. As one manufacturer 
explains it: ‘‘The stores are scared. 
Their inventories are high, sales are 
down slightly from the beginning of 
the year and there are no explosive 
items on the horizon. And when 
stores are scared, they turn to that 
which is sure, steady, basic— 
tailored. They’re requesting tailored 
and they’re not giving their fashion 
resources the business they did last 
year.’’ 

Another, more obvious reason is the 
importance of tailored classic looks In 


rtw this fall. Man-tailored suits, simple 
black dresses and a preponderance of 
tweeds, haberdashery prints and 

plaids are beautifully complemented by 
clean, refined jewelry. 

But there are other important 
trends: peasantry, western, Indian and 
tunic looks are just begging for an 
innovative, striking jewelry 
interpretation. Several fashion houses 
are working in these areas but buyers 
are still putting their dollars into 
tailored. 

During the June fall market, at least 
60% of jewelry sales were in tailored 
looks. But it’s an updated tailored 
and the news is metals—all sorts of 
metals—gold, silver, copper, pewter, 
brass and alloy combinations. And all 
sorts of surface treatments: the 
much-heralded hammered, followed by 
satin, etched, textured and nubby, 
rough finishes. 

The Many Faces Of Gold 

Gold, as a color, is most important; 
one tailored house reported gold 
selling two to one over silver. 

In fact, a buyer for a New York 
fashion department store reported that 
silver was ‘‘practically finished’ 
for them. 

The hammered, hand-crafted finish 
on gold is extremely significant— 
fashioned into myriad shapes, these 
pieces are often hung from black, gray 


or silver silk cord. 
(continued on page 48) 
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it’s time we met 


gaetano 


manufacturer 
of soft, 
_quality 
leather 
handbags. ~ 


made in u.s.a. 


GAETANOHANDBAGS,CORP.: 320 FIFTH AVENUE, SUITE 808, N.Y.,N.Y¥.10001 ® 212-736-1606 
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Holiday Accessories... 


TIRAE FOR 
NIGHT BRIGHTS. 
GOLD AND GLITTER 


| AS Tis the season for your department to be radiant, to be elegant, to bea 


= sparkling world of fantasy and dream. No matter how your customers 
interpret the holiday season—as an occasion to glitter and glow or 
display a quiet striking elegance, holiday handbags and jewelry are diverse 
. enough to fill all their needs. 
Fantasia—a fairy tale world of Indian princesses and vibrant Russian 
peasantry. The bags: rich, heavily embroidered brocades, exuding mystery and 
legend and most often seen in the form of a delicate little clutch; quilting, in 
bright fetching colors—plaids and solids, outlined with thin trenchant threads of 
color; and tiny beaded shoulderbags in shades like blue iris, gun metal and 
chalk. 

The jewelry: look for textural contrasts and bright colors in the new soft 
jewelry. Silk cord and braided soutache are fashioned into lariats, collars and 
pendant bearers. Colors are sunny copper, black, soft grey, and the night 
brights. There are braided leathers, strands of wool and even wool flannel 
jewelry — and for a whimsical treat, feather necklaces flaring in a rainbow spray 
at the throat. 

Black is back for those who choose to define holiday as elegance. Pure black 
with little ornamentation is more sophisticated than ever in small musette bags 


{, «ree 


a with long linguini straps—worn bandolier style! Black suede upstages velvet this 
> season and is especially striking in tiny drawstring pouches. And gray makes a 
4 quiet entrance, a lovely change in soft suede bags. 

Gold glitters—classic looks in jewelry are taking centerstage this 


fall—especially textured gold. Looks range from the hammered collar to long, 
heavy pendants. Wide cuffs decorate arms and earrings are smaller. 

Subtle sparkle—little gold or silver bags in satin, peau de soie, beads, faille, 
jersey or metal. Snakes will shimmer at midnight in metallic copper and gold and 
beads are splendent in colorful petitpoint patterns. 

In jewelry: clear lucite or vinyl tubes, threaded with a bright strand of 
rhinestones; sutash wrapped with filaments of glittering thread and the subtle 
sparkle of rhinestones on gold. 


Fashion Acces: 
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Red silk brocade 
evening purse by 
Walborg; and ‘‘wire- 
works,"’ fifty strands of 
gold in collar, cuff and 
loop earrings, Vendome. 


SUBTLE SPARKLE 


Above left, a ‘‘ring mesh’’ metal bag in pewter by Leo Narducci 
for Whiting & Davis; and ‘‘blue iris,’’ lovely beaded design 

at Magid. Shown with mother-of-pearl and pewter pendant on black 
soutache by Judith Leiber and braided soutache collar 

with marble and wood beads, Red Cobra. 


hight, a tiny rhinestone set into a gold geometric piece creates 
unique subtlety in these pendants for evening or day, by Trifari. 


At the left, ‘copper 
snake’’ clutch, Varon; 
and silver shimmer in 

jersey, shirred and 
framed by Harry 
Levine. Rhinestones in 
another unique 
setting—wrapped in 
clear vinyl tubing by 
Red Cobra for subtle 
sparkle at the throat. 


Soft cobra underam 

by Robert Bestien 

for Best Craft; 
marblerzed glass pendant 
on silk cord by 

Alexis Kirk and Red 
Cobra‘s multi-color 
wrapped-cord bangles. 
Ivory evening top 

in sand-crepe by Leo 
Narducct. 
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Whimsical, colorful teather ‘‘bow tie’’ fits nicely on the 
throat, or can be worn as a pendant. With pewter, coral 
beads and pearl. A unique delight by Vicki Grossfield 
for Zentall. 


GOLD GLIMMER 


Gold glimmers with many faces — 
hammered, textured and pure. At 
left it adds the finishing touch to 
tortoise evening boxes; a lovely 
rounded shape by Walborg and an 
octagonal box with textured gold 
band by Delill. The Alexis Kirk 
collar blends different gold textures. 


Below left,hammered gold in a ribbon 
collar by Alexis Kirk; and a graceful 
“cupid’s bow'’ pendant, delicate 

in feeling, with wedding band 

loops, both by Glen Mitchell. 


Below center,a quarter-moon choker is 
textured and recessed on one side, 
shines on the other; the chain is 
typical of the newer ones, 

longer and bolder; both by Napier. 


Below right,Leo Narducci’s golden chandelier 
pendant and matching collar — a flowing 
movement of triangles presenting an interest- 
ing textural contrast. At Accessory Street. 


SHEAR PET er 


Serpentine trio — top, 
white leather alternates 
with snake panels in this 
underarm, trimmed with 
gold, by Supreme; right, 
little Bermuda clutch 

is framed with tortoise, 
Margolin; and painted 
“‘whip snake”’ trimmed 
in tortoise and gold by 
Varon. Braided leather 
collar and bangle, 
Red Cobra. 


Smashing black — left to | 
right: kangaroo pouch in | 
silk with braided 

leather straps, Harry } 
Rosenfeld; shimmering | 
“mosaic mesh’’ bag by } 
Lumured; and graceful 
cylindrical shape in black | 
silk embellished with | 


= 


Teed 


FANTASIA 


Loveknot collar in 
copper braided cord and 
ivory cuff highlighted 
with matching copper 
cord strands. Cream 
wool jersey cowl 
sweater by Leo Narducci. 


Tapestry framed in antique gold by Walborg; an 
unique lucite cuffs in clear or smoke with go 
‘hinges’ by Judith Leiber. ee 


Printed leather in soft pastels creates a 
lovely evening clutch by Coblentz. ‘ 7 
A departure from the trends are the | 
giant beads in dusty shades, worn ; 
at the throat, by PC Designs. 


od 
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Below, suede in after-five sophisticates; 
left, soft buff clutch with gold 
ornamentation and gold snake belt, 
designed by Kenneth Jay Lane for 

Best Craft. The squashy little 

pouch in soft gray suede with 

soutache drawstring, Harry Levine. 


lengths. Always an important matter 
for Baggerie fashion. And even more 
So for fall and holiday. And this season 
Margolin has gone to all lengths 

to please you. The same is true for 

Our shapes. Some soft and pouchy 
Some slim and precision tumed. 
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Margain goes 
TO all Lengins 

1O Oring yOu 
FCIl-INIO-HOlcay 
IpeCOci~ 
af tis Best” 


Some to carry around the comer. 
Some to carry around the world. 
All to carry her off in great style. 

So for fall and holiday Baggerie at 
its best, it’s Margolin’s ‘76 collection 
in lengths, shapes, colors, and fatorics 
that reach out and say “buy me.” 


H.Margolin&Co. 330 Fifth Ave., NewYork, NY 40001 242-563-4367 mason 
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the practical purse in 
quality leather ... yet 
not expensive 


the Gaucho 


#62229 


Aly 


Designed by Westport for 
convenience ... interior 
zippered compartment, change 
pocket, makeup mirror and 
tuck away wrist loop. 

Created for appeal... richly crafted in seven 
colors of embossed Sandalwood leather. 


westport corporation ¢ 
New York Showroom, 10 West 33rd Street, Suite 1101 
212-594-5828 
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focal point 


Picture a dark stage without a spotlight, a vase without flow- 
ers, a morning without coffee and you have the new fall and 
holiday rtw looks without belts. It appears to be the season for 
buckling up, wrapping up, sashing up and looping up since 
the important looks in rtw are calling for the accent that only a 
striking belt can give. 


Three Important Categories 

At first glance, belts seem to be running the gamut in 
widths, fabrications and various combinations and buckle and 
closure treatments. But a closer look reveals a definite 
grouping into three basic categories: tailored, western and 
ethnic. All three are important fall rtw looks in which a belt 
may mean more than accent —it may be the focal point of the 
whole outfit. 

Tailored Can Be Too Quiet 

Take a tailored look. Generally, all of the rtw elements in- 
volved are in basic colors with straightforward, classic lines. 
The total concept is understated—suggesting a quiet, confi- 
dent elegance. Such a look, however, needs to spotlight an 
accessory in order to avoid being too quiet and a belt just may 
be the star contender. 

Leather belts to complement this look are still narrow 
(1/2"’), although the contour, which gently narrows at the 
buckle from 3/4’’ to 1/2’’, is an interesting adaptation that 
hugs the body beautifully. There is a good deal of snake and 
suede, used alone, together and as trims on leather. Buckles 
are gleaming in multi-metal combinations and often ham- 
mered to complement the handcrafted looks in jewelry. 

Stretches— Expanding Into Tailored 

Even the stretches are taking a classic turn. The wide 
elastic cinch is by the boards and the most popular width for 
stretches ranges from 3/4’’ to 1’’. Jute is still important, 
especially in fall colors like navy, brown, rust, black and 
burgundy. When teamed with a leather buckle or closure, it 
looks very autumn and very tailored. 

The Western Round-Up 
A western look without a belt is like a rodeo rider without 


(continued on page 40) 
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with Colored Zippers 
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with something 
exciting for the new 
Season. Sez usin 
NewYork or LosAngeles 
and discover why 
we arg 
the fashion handbag 
innovator 


also previewing our 
creative new collection 


Theodor 
Accessories 


by Valerie Barad 


theodor 


of California 


Factory: 15401 S. Figueroa, F 
Gardena, Calif. 90248 (213) 770-0442 = sheet 
Los Angeles; 110 E. 9th St., Suite A1053 (213) CRE Res f * 
New York; 10 W. 33rd St., Suite 903 (212) (239-8370 
y Chicago (312) 782-9347 a as. 4) 637-0413 
Charlotte: (704) eal ‘ (303) 255- 730 
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as the focal point 


Tailored, western and ethnic 
looks in fall rtw are putting belts 
in the limelight. Shown here are 
some of fall’s top contenders. 


Below: The contour, beautifully 
styled to gracefully complement the 
waist. In Belgian linen with leather 
piping and buckle. By Dame 
Briaded jute with dynamic leather 
trim in contrasting color. By Speyer 
Elegant peasantry — from St 
Laurent. In black and gold 
checkerboard weave with long silky 
tassels. The newest Frye belt bag 

in black cherry with bright Castilian 
stitching. By Accessories by Pearl 
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NEW YORK CITY LOS ANGELES DALLAS 


Lamb Chop Pear! Goldman Buddy Michaelson & Assoc. 
(212) 564-5117 (213) 622-1147 (214) 638-1437 

Pyramid Handbags BOSTON SOUTHEAST 

(Children) Sidney Becker Joe Capell 


(212) 924-0153 (617) 426-3455 (404) 393-2830 
DENVER, Etcetera, Cathy Ryland, (303) 623-6859 


TOGETHER CRAFTS, INC. 
601 West 26th St, New York, N.Y. 10001 ° (212) 242-6343 


Be Its «++ (continued from page 37) 


spurs; in fact, the Frye boot has done almost as much for belts 
as jeans. Western looks in belts are inundating the market— 
the leather is wider and heavier, often Castilian stitched and 
adorned with shiny metal treatments. Belt loops may be sil- 
ver boots, buckles are covered with western designs such as 
horseshoes and horses (a la Hopalong Cassidy) and the end of 
the belt may be clamped with a metal cowboy hat 

Belt bags predominate in this category, all of which, how- 
ever, are accessories to the belt and may be removed. The 
Frye look is especially important here, new in black cherry 
color, trimmed with gold Castilian stitching 

A few suspenders are popping up here and there...in fact, 
the only thing missing is a ten-gallon hat. To be most 
effective, ten gallon hat or not, the western look must be put 
together as a statement. Belts and bags, scarves and jewelry 
that are a part of this theme should be near the rtw that also 
says western. Display possibilities are endless. How about 
wrapping your western belts around a cactus—non-prickly of 
course 

A Carnival Of Sashes 

Acceptance of the big top, tunics, layered looks and loose 
flowing clothing for fall and holiday has brought ethnic into its 
own. And if St. Laurent and Kenzo have their way, you might 
run into a Pasternak character at one party and a South Amer- 
ican Indian at the next. Belts and sashes are important here, 
tying the look together figuratively and literally. Belts add 
definition and impact to the ethnic costume, in fact, those 
multitudinous layers and long flowing lines can flood the body 
without the discipline of a belt. 

Sashes for holiday are more refined and sophisticated in 
silk, rayon and velvet cord. Gold, silver and black are impor- 
tant colors with a considerable amount of interwoven gold 
thread. 

Traditional metal skinnies will remain important holiday 
items but bright patent in 1/2”’ to 1’ widths is full of holiday 
cheer and just may extend its glow into spring. 


July Through October—The Season For Fall Belts 

No matter which direction you take; tailored, western or 
ethnic, or all three—belts are an important part of each look. 
But the first step must be taken soon—belt business falls off 
drastically after October 15th. When the coats come on, the 
belts are covered and one of the greatest stimulants to belt 
sales removed—namely seeing another woman wearing a 
striking belt in a striking manner. The time for fall belts is 
now. 


The saver’ edge. 
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Take stock in America. 
Buy U.S. Savings Bonds, 


Fashion Accessories Magay; 
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write for our FREE catalogue 


EAST COAST MIDWEST SOUTH WEST 

Lambchops ROBERT MANDELL ROBIN CHRISTOPHER PEARL GOLDMAN 
330 Fifth Ave. 3518 Martens St. Dallas Apparel Mart 110 East 9th St. 

New York, N.Y. Franklin Park, lll. Dallas, Texas Los Angeles, Ca. 


* THE MEDITERRANEAN TRADING CO. Franklin Park, Ill. 60131 (312) 678-5533 
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The satchel with savvy in rich suede with leather trim and striking 
thick wooden handles. At Lewls Purses, 135 Madison Ave. 


“The Get-Away”’ Is two bags In one—the small clutch Ingeniously 
zips open to become a roomy duffle. A wayfarer’s wish come true, he 
(or she) can tuck it away In his luggage as a clutch and when more 
room is needed for gifts, etc., voila, It becomes the big duffle. Ask for 
the get-away in suede, denim or leather at Victor Arcelus, 320 Fifth 
Avenue. It’s a great Item for him or her, for hangbag or luggage 


departments. 


A fabric jamboree—top two bags, the ‘‘button-ons’’ with Bermuda or 
bamboo handles. Detachable bags in myriad fabrications—shown in 
black watch and ‘‘split suede.’’ Needlepoint stripe tote with nubby, 
hand-woven look in navy, brown and rust stripes. By Banner House, 
at Accents By Lilibet, 390 Fifth Ave. 


Stripes on parade in this nylon umbrella with gold-tipped ferrule and 
classic wooden handle. At Schertz Umbrellas, 15 West 36th Street. 


Moroccan pendant on cord. Simulated antique Ivory 
and brass have been blended to create a unique 
pendant with primitive feeling. Length 24’’, at $6.25 

7 cost. By Trifari, 16 East 40th. 


pais Petes oe ¢ ane, My 5; ry 
A wooden drugget or Kohinoor India rug In rich vi- 
brant colors. Lee Stemer has fashioned the drugget 
Into a clutch, large shopping bag and classic tote. 


ores for resort—see them at The Bag Game, 350 
tfth 
es 


Printed suedecloth in graceful hobo design with out- 
side zipper pocket and adjustable shoulderstrap. In 
four fashion colors with contrasting printed design, 
from a fall-holiday collection at $92-102 cost. Em- 
press, 330 Fifth Avenue. 


Canvas grows up with this sophisticated east/wes* 
tote. The slender jute handles are perfect for over- 
the-shoulder wearing and the toggle and jute trim 
add flair and interest. At Bagg Masters, 320 Fifth 
Ave., New York. 
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THE MARK OF FINE HANDBAG MAKERS 


“CAROLYN IMPORTS _“"*’ 


1250 Broadway, New York City, NY 10001 (212) 695-5070 


California 
Accessories 


(continued from page 12) 


The collections will feature a wide 
selection of sizes and silhouettes 
designed especially for the 25-40 year old 
contemporary customer ‘ 

Trio of California is also stepping 
outside of its traditional leather territory 
New styles in canvas, linen and burlap 
look good for spring. One of the most 
interesting is the screen printed burlap in 
‘Persian Paisley’’ and ‘‘Western 
Camouflage’’ patterns. Linen will go 
dressy with vinyl trim and tasteful metal 
ornamentation. Canvas and leather 
combinations are strong in body bag and 
tote classifications. 

The leather range will cover both 
sporty and tailored looks with a trend 
toward simpler lines and shinier, 
European-look leathers. 

Scarlet Leather is putting together the 
best of the Italian fashion tradition and 
California innovation for holiday/spring. 

For a taste of what’s to come, Jack 
Aclufi previewed one of the newest looks: 
a north-south clutch—a simple manilla 
envelope executed in the softest leather 
and finished with a button-wrap closing. 

Primarily a casual suede and leather 
resource, fabric was successfully 
introduced last season and the September 
market will show some new concepts in 
canvas and printed velvet. 


A TOUCH OF GLOSS IN PLG 

On a ‘‘smaller’’ scale in personal 
leather goods, Gary’s leather is showing 
gloss and semi-gloss full-grained 
cowhides with a soft, calf-like hand. 
Burgundy, rust and brick will be the 
primary fashion colors along with bright 
colored snake and an incredibly genuine 
looking ostrich grain calfskin in tones of 
natural and cocoa. 

Two important, proven bodies that will 
move successfully into spring are the 
“‘Checque-Her”’ clutch featuring an 
exterior frame coin purse and the 
“Go-Lightly’’, a7’’ frame clutch with 
removable check book and lots of room 
for credit cards. 

A new fabric and leather collection is 
currently in the making and will be ready 
for November or December delivery. 
President Gary Matzdorf promises the 
group will be a most important look for 
holiday and spring. 


(continued) 
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Fashions for the 
season. 


A fresh, crisp, collection 

of underarm bags in ele- 

gant patent material that 

reflect the look of the | 
season. Available in popu- 
lar colors including gold 
and silver. Stlyes with 
snap closures or Facile 
frames are available. 
Multi stitching adorns 
some of the sty 
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CANVAS 
by 
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Bags Masters. 


FASHION HANDBAGS 
A BAG FOR ALL SEASONS? 


Bagg Master's Canvas 1s now traditionally fashionable and 
profitable for a full twelve months . . . not just the fall 


American made and popularly priced in a great variety of styles, 
features and trims. You must see them today! 


PxC Sales of New York. Inc. 
320 FIFTH AVENUE, Suite 809 * NEW YORK, N.Y. 10001 
(212) 279-1453 
Walter Rudman, Sales Manager 


New York, Atlanta, Los Angeles, Chicago, 


Showrooms 
Minneapolis, Dallas and Philadelphia 
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(continued) 


JEWELRY: RETURN TO THE CLASSICS 
One of the predominant trends for 
spring in jewelry is the return to the @) 


The RTW direction 
is setting the scene for simpler, feminine 
looks. Gold is on the rise 

Jack A. Levin and Associates’ St 
Honore Boutique (see story, page 60) is 
bringing back pearls! Eight millimeter 
Majorca pearls will be manipulated with 


classic, tailored looks 


gold, semi-precious beads and faceted 
crystal for a variety of nostalgic, romantic 
looks from choker lengths to tie-able 32”’ 
ropes. Matching bracelets and earrings 
will be introduced at a later date 

‘The look is of candlelight and old 
lace,’’ remarks fashion division director, 
Sue Miller. Retail prices will range 
between $8 and $18 

St. Dobi Designs, a relative newcomer 
to the industry, is offering several 
tailored, multi-chained looks in the same 
classic mood. Double and triple strand 
mixed chains with out-of-the-ordinary 
charms and matching earrings are on the 
drawing board for spring. The trend is 
toward more delicate looks in charms and 
earrings. Chains and earrings are 
available in both sterling and gold filled 

Chain will also be combined with 
manipulated beads in bright colors. The m) 
Bolo tie look will be available in braided 
satin cord and suede in a variety of color 
combinations and lengths 

Competitive pricing anda 
service-oriented merchandising plan are 
plus-points for St. Dobi 


FASHION ACCESSORIES: 
THE ROMANTIC, SOFT SLINK 

New directions in scarves and fashion 
accessories are in tune with holiday 
dressing as the fabrics and sizes lend 
themselves to romantic drape-y looks 
with an added bonus of versatility. Not 
only has 1976 taught us ‘‘50 ways to leave 
your lover’’ —it has brought forth 
innumerable ways to make one good scarf 
serve multi-purposes limited only by the 
imagination. 

Look for both bright holiday colors and 
subtle misty-prints in longer, larger 
shapes — with fringe and ribbon trim —in 
new fabrics with a finer hand such as 
polyester masquerading as silk, and soft 
tricelon jerseys. 

Alician de California has captured the 
holiday spirit completely with an 0 
impressive array of scarves and fashion 
accessories. Scarves come in dozens of 
prints, fabrics and sizes, including a lush 
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supersuede and a soft T-knit in new, 
perky colors. Fabric flowers adda 
charming finishing touch pinned at the 
throat on a matching tie, worn at the 
waist of a scarf wrapped top, or fluttering 
on the side of an ingeniously tied hobo 
bag 

A festive variation on the croissant is 
Alican’s Columbian Ruana— in either a 
gossamer swirl of handpainted chiffon or 
the sexy ‘‘silky’’ look. The Ruana comes 
complete with wearing instructions 
Along the same floaty lines are the 
handpainted chiffon dinner jacket 
(available in 24 colors!); satin ribbon 
poncho with scarves and small ties to 
match; and long and short chiffon 
caftans. 

Perhaps the most unique items in the 
Alician line are the Columbian shawls 
available in hand knotted, crocheted or 
intricate hairpin lace constructions. Each 
piece is different and the look is pure 
‘“‘heirloom’’ 

Items by Al Beres believes that color is 
the key to holiday and spring 
merchandising. 

The collections will feature deep tartan 
reds and golds, bright tone-on-tone 
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combinations and patterns inspired by 
American Indian and African designs and 
colorations. Soft, slinky oblongs sporting 
fringe and in all manner of prints are in 
store for holiday 

Spring highlights include further 
development of the six foot slinky scarf, 
adding fringe and offering solids, prints 
and stripes in Quiana and soft tricelon 
jerseys. Watch for Al Beres’ exclusive 
cotton border print signature scarves, 
Spring colorations featuring black mixed 
with deep colors, and the introduction of 
a new European tunic look in synthetic 
fabrics. 


NEXT MONTH: 


SPECIAL 
CALIFORNIA FEATURE 


) 
EARLY SPRING 


ACCESSORIES 


TANITO LTD., 21 East Thirty Third Street, New York City 10016 (212) 684-3750 


» TANITO: 


. You Remember! 


Seton 


LEATHER COMPANY 


We are back with: 


KALFNAP 
PUFF 


SILLY KALF 


SALES OFFICE: 
P.O. Box 66 
ilmington, Del. 19899 


AGENTS: 
N.Y.C. - Albert Drueding 
212-889-4627 
New England - Mahony Assoc 
617-848-1310 


---young by design 
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Featuring for Fall 200 Styles of 


Cvening Bags 


Included are: Pearls, Beads, Buglebeads, Jersey-Mylar, Peau de Soie, 
Lucite-Shells, Metal Mesh 


As well as a full line of CASUAL LEATHER, SUEDES, 


POLYURETHANE, FABRIC and NOVELTY BAGS. 


A truly stunning collection! 


Brochures available upon request 


ff is | E R Looking forward to greeting you 


FOR ALL YOUR HANDBAG NEEDS 


HANDBAGS INC. 40 EAST 32nd STREET 
NEW YORK, N.Y. 10016 (212) 679-4150 


358 Fifth Avenue 
New York 10001 
34th St. Entrance 
(212) 239-0340 


Write for 
Free Catalof 


Jewelry... 


(continued from page 24) 


The Long And Short Of it 
Because of the new cowl necklines 
for fall, lengths are either very long in 
pendants and chains, or very short 

in collars 

Instead of the nothing chains, the 
look at the throat is the bold, wide 
collar in textured gold, pewter and 
some high-gloss. 

Chains are longer and bolder in 
design—best selling lengths are 24"’, 
30'' and 36'’. The strong contrast in 
lengths encourages a layered look with 
cascades of chain in different lengths— 
another effective complement to the 
cow! neckline. 


Cuffs Are Number One 

Cuffs are taking centerstage in 
bracelet collections this fall. 

One leading tailored house, Napier, 
reports that 60% of their bracelet 
business is now in cuffs. In a variety 
of widths, treatments range from 
hammered to smooth and complete 
the clean classic look in gold and silver 
jewelry this season. 

Soft Jewolry 

Key elements here are silk cord, 
soutash, multi-colored yarns, wool 
flannel, leather and suede. Texture 
and color are of utmost importance and 
offer an interesting contrast to the 
proliferation of metals. 

Alexis Kirk combines hammered 
metal and gleaming silk cord fora 
classic look that moves easily from 
tunic to silk shirt. Preston Manser at 
Castlecliff takes a similar approach with 
bright smooth zig-zags and finger 
waves of gold plate or silver. 

PC Designs interprets classic in 
softer gentler tones like peach, rose, 
creme and silver green in twisted 
yarns and big bold beads. Texture 
is the irresistable element in Red 
Cobra’s soft braided leather or suede 
collars and bangles. 

Subtle Sparkle 

Manufacturers reported buyer 
interest in rhinestones. This year, 
rhinestones will be used as touches of 
sparkle within the classic tailored looks. 
Trifari is encasing rhinestones in gold 
geometric pieces. Red Cobra is 
threading rhinestones and glittering 
strands of tiny beads through clear 
lucite and viny! collars for a vibrant 
holiday look. y 

There is some talk of pearls but the 
appeal will be limited. Black will be 
very important this holiday season, 
however, gold is its most popular 
complement. Pearls may take time and 
at this writing, manufacturers were 
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doubtful whether or not to include pear! 
looks in their lines. 
Earrings 


Earrings are strong, with a trend 
toward small, neat designs in gold. 
The ‘‘wedding band”’ style is still the 
best seller, but the tailored volume 
houses report a pick-up in the small 
button and disc types—this is where 
you will find the trend for winter-spring. 

Volume jewelry manufacturers say 
the hypo-allergenic earrings have been 
very important for business. This 
development has given a boost to the 
pierced earring business at a time when 
it was needed. ‘‘The jewelry business 
wouldn't be where it is today without 
pierced earrings,’’ said Frank Layne 
of Pakula. ‘‘Fifty per cent of our 
sales were in pierced earrings, 
then it dropped to 35% when chains 
became so important. Now it’s coming 
back up to 50%."’ 

Jerry Hanson of the Richton Jewelry 
Company (Coro, Vendome, Verite) 
concurred: ‘‘One of the things we've 
noticed is that ear-piercing is back. 

It seems to be cyclical and the 
hypo-allergenic earrings have had 
something to do with it. We run an 
ear-piercing promotion every sixty 
days."’ 


Shorter hair has motivated more 
women to wear earrings and 
encouraged a trend toward smaller, 
classic looks. Many women who missed 
the pierced ear fad (and said they'd 
never have their ears pierced) are now 
having it done to wear earrings more 
easily with their new short haircuts. 
This will boost pierced earring sales 
this fall/winter. 

Zentall has an interesting collection 
of earrings in their semi-precious stone 
story. The earrings in the traditional 
‘‘wedding band"’ style match 
pendants, rings and bracelets in such 
gems as calcedony, chripophase 
and black onyx. 

Look To The West 

The western influence may be very 
important as a back-to-school 
category. Stephan Adrian is combining 
mixed metal on a leather thong, 
hammered copper on black leather, 
manipulated with brown and cherry 
colored wooden beads and even a 
sherrif's badge in pewter or brass hung 
on cord. The lariat is an important 
element in this look and overlaps into 
very tailored categories in gold 
or silver. 

Vicki Grossfeld's line of feather CONSOLIDATED CANVAS 


jewelry would make any peacock se panne inde 
(continued) c) New York, New Yor 


CANVAS BY THE YARD 


From the largest inventory of 18 
oz. 35” wide canvas in the coun- 
try. 23 finest vat-dyed fashion 
colors. For complete informa- 
tion call (212) 929-4880. 


ONSOLIDATED CANVAS 


J Lauuheatte ASSOCIATES 


MR. EMPEROR 


Scarves, Knit Sets, Shawls 


CASSANDRA 


Handpainted Costume Jewelry 


NEW DIRECTIONS 


Fashion Costume Jewelry 


LAWRENCE BENTLEY 


Handbags, Jewelry, Belts 


FOREIGN FLAIR 
Costume Jewelry 


J.F. DESIGNS 
Costume Jewelry 


NEW THINGS BY CASSIDY 


Fashion Jewelry 
ALIS 


Hats, Fur Hats, Jackets, Coats 


389 5th Ave. NYC 10016 (212) 532-9340 
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. where you won't get stung ! 


Success hasnt changed us. The first Order 
of the day is still Courtesy and Friendliness. 


For Beautiful Holidays 
Se RE 
Cia Gitwin Coa Geox 


HONEYBUNCH HANDBAGS 
14 E. 33rd St. NYC 212-689-6180 
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CROCHET BAGS 


jealous. Delicate fascinating feathers 
are inserted Into a coral or pewter 
bead for a bow-tie effect and one 
lariat comes equipped with a pouch of 
six feathers for a versatile look. Status 
Feathers (also at Zentall) has a dainty 
drop feather pendant and earrings in 
strong contrast to their large crab and 
scorpion feather pendants and pins. 
It’s Adieu To the Naturals 

As the items passed, so did the 
naturals. Most fashion store buyers 
following the ‘‘rule of thumb”’ that 
one look will continue only through 
two seasons, did not buy naturals 
last spring. 

Naturals, however, left their mark— 
a strong desire for jewelry that is 
real—real stones, real metals, real 
materials. This may be a recondite 
force behind the popularity of 
multi-metal tailored looks as well as the 
developing interest in 14-carat gold, 
gold-filled and sterling as 
fashion \ooks. 

This interest has become vigorous 
enough to prompt several fashion 
stores to institute a ‘‘better’’ 
jewelry section within the fashion 


GOODYEAR’S MFG. CORP. 
P.O. BOX 5333 

TSIN SHA TSUI POST OFFICE 
KOWLOON, HONG KONG 
CABLE: “HKARTS” 

TEL. 3-685737 


jewelry department—and headed b\ 
that buyer. 

This jewelry is comprised primarily 
of tailored 14-karat, sterling and ; 
gold-filled fashion pieces. It appeals to 
a special contemporary customer who is 
looking for fashion and willing to pay 
for it. She is a sophisticated buyer 
whose tastes are not inclined to 
low-end fashion jewelry or very 
expensive, ornate and precious stone 
jewelry store merchandise. She shops 
in department and specialty stores, 
not in jewelry stores. 

Most of the merchandise in these 
better jewelry departments is ticketed 
at less than $100. A few pieces, 
however, are well over $100, and the 
buyers who are initiating these 
departments feel there will be no price 
resistance from this special customer. 

Manufacturers are responding to the 
call—cases in point are Richton’s new 
14-K gold division, Verite, and 
Napier’s new sterling collection. 

So, the explosive items are 
finished, leaving in their stead quieter, 
more traditional jewelry. Changes are 
subtle and delicate as befits the 
nature of tailored, classic looks. The 
silent majority of jewelry departments 
can be heard again. 


Artistry in Florentine Leather) 3 
| 3 
j Smart selections from a variety of styles of Handbags / 


to retail from $30 to $80 each. With coordinated 
accessories to retail from $11 to $22 each. 


Handbags: Black/gold; White/gold; Silver/gold combinations. 
Accessories: Black/gold; White/gold. 
: 
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Delill 
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\ #4084 


Also featuring a wide selection of beaded and resort bags. 
14 EAST 32nd ST. New York, N.Y. 10016 212-532-8237 
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Coordinating With Our 
_ 


Scarves 


( L} (Ss. For The Junior Contemporary 


Charlotte: Dallas: Los Angeles: Chicago: Denver: Salt Lake 


The Personal Leather Goods section will run 
again in the September issues of both Fashion 
Accessories and Luggage & Leather Goods. 

Here’s your chance to reach more buyers 
(combined retail circulation of over 10,000) 
with one advertising message. 

There are bargains to boot — run an ad in one 
of the magazines and get an ad in the other for 
half price. This section runs three times a 
year — June, September, and January. Run your 
ad in all three and you earn a six time rate. 

Now that’s mutual benefit! 

Let's be symbionts... Make sure you are part of 
the next special section...Call Jack Leeming or 

C) Jefferson Glassover at 203-324-2131 or 
212-989-9630. 
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Witla Armtbiquies 


By not letting it all hang out, the handbag department in 
Kaufman's fine speciality shop is getting more attention and 
sales than ever before. There's plenty to see — twelve lines 
are represented — but the sophisticated tone of the display, 
smart co-ordination of styles and colors and the use of rare 
antiques soothes the customer's decision-rattled mind 

““Our handbag policy is selection more than depth. We only 
display one of a kind unless it’s an especially good seller that 
warrants having it in three colors,’’ says Marie Cook, store 
manager for 24 years and lingerie, jewelry, accessories and 
handbags buyer. Kaufman's is in San Anselmo, a suburban 
town 20 miles north of San Francisco. 

The leather and leather look-alikes get the most space. And 
the contemporary treatment of a12 x 4 square foot area comes 
up looking like a Rauschenberg ‘‘Ready Made’’ painting. A 
part of a wall paneled with whitewashed, combed pine is 
framed in walnut and covered with a Federal blue rice cloth to 
set off a selection of more then 75 handbags. Some hang, 
others rest on random glass shelves attached to nearly invisi- 
ble struts. An antique French wrought-iron hatrack holds 
three choices in camel color. 

The patina of a mahogany French drop-leaf antique table is 


the elegant foil for three beige, hopsacking-jute Styles 
Jewelry teamed with scarves and wallets are the coordinates 
on another 19th century table. And pegged on four antique 
coat racks are the over-the-shoulder casuals in raffia, benji 
and canvas 

When he remodeled a year ago, owner Mozart Kaufman 
opened up the department and made it customer accessible: a 
plus for self-service-oriented shoppers. Shifted to the center 
aisle were the jewelry and accessory showcase ‘'‘barriers."’ 
Now, with a purpose all their own, these cases accommodate 
double the merchandise. Only one standard showcase was 
retained to house the rainbow array of Princess Gardner, St 
Thomas and Bosca lines of wallets and French purses 

With this free and inviting ambiance, customers can 
browse with or without assistance. ‘‘This free space and decor 
change has had a tremendous impact on the entire handbag 
and accessory department,'' Kaufman says. ‘‘Since remodel- 
ing, sales here have topped all other departments in the 
store.’’ 

‘‘We're not a sophisticated San Francisco store,'’ Kaufman 
explains. ‘‘We're acountry store with a sophisticated country 
look. The antiques used throughout the store are rare and 
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Of Holiday Handbags 
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EACH SEASON WE RE 
A LITTLE DIFFERENT.... 


mardane handbag 


Mardane Handbag 


mardane handbag 
MARDANE handbag 


MANUFACTURERS AND CREATORS OF 


CLUTCHES-LATE DAY: EVENING BAGS 


34-36 West 32nd Street » NEW YORK, N. Y. 10001 
(212) 564-7376-7-8 
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exquisite period pieces so the merchandise that goes on them 
has to bespeak that same understated look of good taste. 
What we've really achieved is a beautiful and inviting display 
that makes superior merchandise look even better."’ 

In 1952, Kaufman bought what was then a Junior 
Department store. After two major remodelings and the 
gradual introduction of quality merchandise, that image has 
been erased. It emerges now as a fine speciality shop. 
Besides accessories, there are gifts, linens, antiques and 
women's sportswear. And across the street is the boys’ and 
men’s store. 

‘‘We've always had handbags,’’ Ms. Cook says, ‘‘but we 
leaned more to inexpensive lines than designer collections. | 
can remember the days when the center aisle was piled high 
with $5 sale bags. Where we now display four smart bags, we 
used to have 12 jammed in the same space.’’ 

By persisting in his trading-up policies, Kaufman gradually 
introduced higher quality all through the store and soon 
discovered that the cheaper merchandise was not moving. 

Says Cook, ‘‘In all my years as buyer, I've reordered more 
in the past 12 months than ever before. It’s a constant 
challenge to know what's best to buy for our store."’ 


Atlanta Merchandise Mart, Atlanta, Georgia 
Chicago Mart, 36 S. State St., Chicago, III. 
California Mart, 110 E. 9th St., Los Angeles, Ca. 


Pierre Cardin 
Handbags and Scarfs 

330 Fifth Avenue Suite 1104 
New York New York 10001 
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A French antique drop-leaf table, circa 1810, and antique coat racks 
give Kaufman's handbag and accessory department that under- 
stated, good taste look—and help boost sales. 


HAS YOUR OPEN TO BUY BEEN CUT?... 
IF YOU WANT A FAST TURN ON THOSE 
LIMITED DOLLARS, PLACE YOUR ORDERS 
ON OUR COLLECTION |, eo 

OF BOOT BAGS! , 

RICHLY CRAFTED 
SUEDE AND LEATHER 
BAGS WITH AUTHEN- 
TIC DETAILED WEST- 
ERN STITCHING IN 
BEAUTIFUL TONES OF 
BROWNS AND 
BLACK CHERRY. 


LEATHER 
BOOT BAG 
=7005 $9.75 


SUEDE BOOT BAG 
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New York 
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JULIUS RESNICK 
S74 


46 E. 32nd Street, New York 10016 
(212) 889-0340 


News & Notes 


RETAIL EXECUTIVE CHANGES 


ALABAMA 
Birmingham. Warren Altman, former 
manager of the Parisian’s downtown 
store, has been named mdse. mgr. of 
coats, accessories, intimate apparel and 
cosmetics. 


CALIFORNIA 


Los Angeles. Don Gibgot, v.p. and gen. 
mdse. mgr. at J. W. Robinson's will 
now be responsible for smallwares as 
well as fashion accessories, intimate 
apparel and childrens wear. 


Sacramento. Cheryl Nido has been 
named div. mdse. mgr. of cosmetics, 
fashion accessories and shoes. Ms. Nido 
replaces Emanuel Roth, who has taken 
on new responsibilities as div. mdse. 
mgr. of luggage, mens and boys wear. 


GEORGIA 

Atlanta. Margo Townsend, former as- 
sistant buyer of cosmetics at Davison’s, 
has been promoted to buyer for a newly 
created department, fashion and real 
jewelry. Judy McDaniel remains re- 
sponsible for tailored jewelry. 


ILLINOIS 

Peoria. Herbert Jacobson, former div. 
mdse. mgr. of misses and junior rtw and 
sportswear for P.A. Bergner & Co., has 
been promoted to v.p. and gen. mdse. 
mgr. of all rtw, intimate apparel, 
accessories, childrens and mens wear. 


LOUISIANA 


New Orleans. Ear! Silvers, former div. 
mdse. mgr. of accessories and mens 
wear at H. & S. Pogue, Cincinnati, has 
joined Godchaux’s as div. mdse. mgr. of 
the women’s rtw division, including 
misses and junior coats, suits, dresses, 
sportswear and furs. 


New Orleans. Tommy Bordelon is now 
buying the girls 7-14 apparel and acces- 
sories for Maison Blanche, succeeding 
Stephen Derby Gisclair who resigned. 


MASSACHUSETTS 
Braintree. John Amter, a former div. 


mdse. mgr. at Cherry & Webb, East 
Providence, has been named mdse 
mgr. of accessories and intimate appar- 
el for Touraine Stores. He succeeds 
Angel Algeri, who will now merchan- 
dise sportswear, succeeding Edgar 
Cahn, resigned. 


MISSOURI 


Kansas City. Ann Shields, former cos- 
metics buyer for The Union Co., Colum- 
bus, Ohio, has joined Harzfeld's in a 
similar capacity. She succeeds John Ell- 
ing, who was promoted to div. mdse 
mgr. of accessories, cosmetics and chil- 
drens wear 


St. Louis. Buying duties have been re- 
aligned at Famous-Barr: Howard L 
Schiff, buyer of budget store dresses 
and womens sportswear, has added 
budget store contemporary dresses. He 
succeeds Patricia Sewell, who now buys 
budget store handbags, scarves, fash- 
ion accessory knit goods, gloves and 
umbrellas. Charlotte Bukowsik, who re- 
linquishes these accessory items, con- 
tinues to buy other budget store acces- 
sories, including costume jewelry and 
cosmetics. 

Gail Skoglind, a former branch store 
dept. mgr. for Famous-Barr was named 
to a new post as buyer of electronic and 
fashion watches and Lawton J. Levy was 
promoted from associate buyer to buyer 
of antique jewelry and jewelry repair, a 
vacant spot. 


St. Louis. Timothy Wayne, former div. 
mdse. mgr. of the Fashion Store for 
Bressmer'’s, Springfield, Il!., has joined 
Golde’s Dept. Stores, Warsons Woods, 
as div. mdse. mgr. cf rtw, lingerie and 
accessories and as buyer of misses and 
junior sportswear. He succeeds Mark 
Van DeWater, resigned. 


NEBRASKA 
Lincoln. Bruce Hahn, mdse. mgr. of 
accessories, cosmetics and intimate 
apparel for Hovland Swanson, has 
added bridals. 


NEW YORK 

New York City. Vana Longwell, ladies 
apparel and accessories buyer for the 
Paraphernalia (Pinstriper, Inc.) special- 
ty chain, has been named v.p. merchan- 
dising. 
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New York City. In an exchange of 
buying duties at Lane Bryant, Irma 
Baum will now buy bags, rainwear, 
belts and accessory tops and Eloise 
Weinsteiger will now buy blouses, 
shorts and pant tops. 


New York City. Dennis Jurcak, v.p. and 
div. mdse. mgr. of sportswear and 
womens world at Orhbach’s, has added 
cosmetics, succeeding Marilyn Samuels, 
who has left the company. Also suc- 
ceeding Ms. Samuels is Hans Brennink- 
meyer, named div. mdse. mgr. of 
accessories. 


New York City. Judith Smith, former 
buyer of street floor blouses at Abraham 
& Straus, Brooklyn, has assumed a new 
post as mdse. group mgr. of handbags, 
small leathergoods, umbrellas, hosiery, 
gloves, millinery and wigs. 


New York City. lise Wertheimer, buyer 
of misses and junior dresses and 
pantsuits for Bond Stores, has assumed 
the responsibility of div. mdse. mgr. of 
dresses, pantsuits, intimate apparel and 
accessories. 


New York City. Joyce Wurtzel has 
joined Westons Shoppers City as buyer 
of intimate apparel, handbags, acces- 
sories, daytime dresses, maternities 
and uniforms. She succeeds Nate 
Goldman, who has left the company. 


White Plains. Donald Midkiff, v.p. and 
gen. mdse. mgr. at Howland’s, will now 
be responsible for junior apparel, 
pre-teens, fashion accessories, small- 
wares, mens and boys wear and home 
furnishings. The accessories and junior 
and pre-teen apparel division will now 
report directly to him. 


OREGON 

Portland. Robert J. Rieland has been 
named president of Meier & Frank, 
succeeding Richard L. Battram, who 
moves to the presidency of Famous- 
Barr Co., St. Louis. Mr. Rieland comes 
from Joseph Horne Co., Pittsburgh, 
where he has been exec. v.p. and gen. 
mdse. mgr. of rtw and accessories. 
Meier & Frank and Famous-Barr are 
divisions of May Dept. Stores Co. 
Joseph Horne Co. is part of Associated 
Dry Goods Corp. 


(continued) 
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Telephone: (212) 563-7055 
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330 FIFTH AVE * NYC 10001 
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There is a difference. PRICE. 
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PROMOTIONAL FASHION TOTES by a dig DP: ‘dé 


SHOWROOM: 10 West 33rd St., New York 10001, Rm. 1010, (212) 563-3078 
OHIO BAG CORPORATION 154 Post Ave., New York 10034 (212) 942-4200 


one of the most 
original collections 


Imported Purse Accessories e Handbags 


SEND FOR A FREE COPY OF RIMCO’S 
NEW EXCITING BUYER'S FOLIO 


Showrooms: 
eles ~ Califomia Apparel M 
498 Madison Ave., Suite 403 (212) MUS- 4969 
Bolles - a! las Apparel Mort 
\, Chicago « Denver ¢ Son Francisco * Miami « Ligas) v7 


New Yor 


MAIN OFFICE: 5973 So. Western Ave. 
Los Angeles, CA. 90047 (213) 778-1772 


News & Notes 


(continued) 


RHODE ISLAND 

Pawtucket. Janice Laliberte, former 
buyer of robes, loungewear and fashion 
accessories for Cherry & Webb, will 
now buy junior sportswear, replacing 
Joan Newton. Sheila Varconyi was 
named to succeed Ms. Laliberte in fash- 
ion accessories, including gloves and 
millinery 

end copy 


TEXAS 

San Antonio. Billie Pack, former branch 
store mdse. mgr., has been named 
dmm of fashion accessories, hosiery and 
cosmetics at Joske's 


MANUFACTURERS 


August 23rd, has been designa- 
ted as opening day for the 
Holiday/Resort market by the 
NHA. New looks include romantic 
—with woven ribbon clutches and 
shoulderbags embroidered or 
beaded; feminine—drawstring 
pouches in silk, satins, and 
velvets; and classic—tailored 
clutches in pin stripe, flannel and 
snake. Resort highlights include 
macrame, straws and fabrics in 
combination with leather and 
leather-like trims in bright colors. 


Mel Goldstein has been appointed to the 
new position of national sales manager 
at Jewelry Concepts, Inc. and _ its 
division, Accessory Street. Goldstein 
has previously been associated with 
Sally Gee and Glentex. 


Patricia M. Myers has been appointed 
manager of sales administration for 
Hanes Hosiery, Inc., an operating unit 
of Hanes Corp. 


Eleanor Sands has opened a new 
showroom at 347 Fifth Ave. The line 
includes budget and medium canvas 
and a line of leather bags to $30 cost. 
The showroom is shared with Gerry 
Marcher Accessories whose line in- 
cludes jewelry, hats, scarves and vests. 


Verite, new division of Richton Interna- 
tional Co., specializing in 14-karat 
jewelry has recently had some changes 
in its personnel: Mel Birnbaum has 
been named the new general manager; 
Larry Klein, national sales manager; 
and Phyllis Barstack, director of sales 
and special events. 
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Coro, Inc. division of Richton, has 
announced the appointment of two 
regional sales managers: Kent Whitten, 

@ regional sales manager for the region 
west of Pittsburgh, Pa.; and Ed Dexter, 
regional sales manager for the eastern 
region. 


Valerie Doran has been named vice 
president/design director of California 
Things. She will direct and coordinate 
the design of an accessories line five 
times a year, establishing direction, 
determining categories, fabrics, colors, 
styles, trends and mood. 

She succeeds Maureen Benun who is 
planning to explore and develop her 
design concept from her own studio. 


Tony Dee has been named creative di- 
rector of Coro, Inc. He has been fashion 
director of that company for the past 
four years. 

Stanley J. Leifer, president of Coro, 
said that Mr. Dee would now assume 
greater responsibilities in the product 
development area as well as projecting 
trends for the company. He will also be 
responsible for all showrooms, includ- 
ing the products, display and personnel. 
His base of operation will continue to be 
the New York office. 


(} A sorcerer with scarves—WVillis Hill, 
known as the ‘'scarf wizard,'’ has been 
traveling to fashion stores around the 
country demonstrating the magic of ty- 
ing and wrapping scarves. 
A designer of scarves and jewelry for 
Accessory Street, Willis can create 
about 50 different looks with head 
wraps. For information on a Scarf 
Wizard demonstration, contact Acces- 
sory Street, 396 Fifth Ave., New York, 
NY 10018. 


(continued) 
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STYLE 4701 
OUR MULTI-COLORED STRIPE FABRIC, 
NUBBY WEAVES ON A NEEDLEPOINT 
BACKING. CO-ORDINATING SUEDE]}} 
CLOTH HANDLE. AVAILABLE IN NAVY, 
} RUST AND BROWN. 


SUGGESTED RETAIL 14.00 


PLEASE WRITE FOR CATALOG. 


BANNER HOUSE. INC 


21 PAGE AVENUE 
ASHEVILLE, N.C. 28801 
PHONE (704) 253-6831 
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Cowhide 


BACK 
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COIN 
PURSE 


finest imported 
small leather goods 
and purse accessories 


Rg inoustRies, INC. 


4 WEST 33 ST NEW YORK, N.Y. 10001 
(212) 594-1480 
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RETAILERS 


Richman Gordman Stores in Omaha, 
Nebraska has announced the appoint- 
ment of four new officers: Richard 
Andersen, v.p., director of corporate 
information systems; Robert Gordman, 
v.p., in charge of merchandising; 
Ronald Simons, corporate secretary and 
director of personnel; and Nicholas 
Wiesen, corporate treasurer. 


Montgomery Ward received a special 
award in recognition of their support of 
the U.S. Olympic effort. Ward's contri- 
buted all travel, parade and leisure 
wardrobes for athletes and officials in 
last year’s Pan American Games and 
this year’s Winter Games and the July 
Games of the XXI Olympiad in Mont- 
real, Canada. 


The New York Flea Market, Manhat- 
tan’s first outdoor Sunday fair specializ- 
ing in antiques, crafts and memorabilia, 
opens for the fall season on September 
12. The show will be located at 25th 
Street and Sixth Avenue and will 


continue through October 17. Upwards 
of 100 merchants will set up shop at the 
show—offering something for every- 


one 


Bag specialist Ann Marie Lago of New 
Haven, Conn. exhibits at New York Flea 
Market 


SUPPLIERS 


Want that jewelry to sparkle—Power- 


Trac from the Halo Lighting Division, 
McGraw-Edison Co., directs light exact- 


ly where needed. Rows of pendant- 


HANDBAGS 


Regional Showrooms 
CHARLOTTE 
ATLANTA 
DALLAS 
LOS ANGELES 
CHICAGO 

e 
General Offices & Plant 
1795 West 8th Avenue 
Hialeah, Florida 33010 


e 
Office & Showroom 


Phone 868-7767 
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mounted Power-Trac support some 40 
adjustable fixtures lamped with re- 
flector-type floodlights. Because the 
fixtures can also be tilted and swiveled, 
light can be focused on specific count- 
ers. 


FINANCIAL 


SCOA Industries’ sales and profits rose 
to new first quarter highs for the three 
months ended May 1, 1976. Income for 
the period amounted to $607,000 or 18 
cents per share, compared with a loss of 
$601,000 equal to a loss of 18 cents per 
share, in the comparable quarter last 
year. Sales rose to $125,837,000 from 
$94,322,000. 


PUBLICATIONS 


The Tanners’ Council of America’s 
Official Color Books will be available 
after July 1 at $19 per copy. The book 
includes swatches of the leather colors 
chosen as industry standards and a 
comprehensive analysis and forecast of 
fashion trends. One general trend is a 
sharing between the sexes of mutual 
color, texture and silhouette. This 
synthesis of color tastes has resulted in 


the adoption of 14 of the same leather 
shades for both the men's and women’s 
color books for fall '77. Among these are 


so-called ‘‘Frye leather’’ colors and 
winter white, volume browns and 
classic navy, burgundy and_ tartan 
green. 


The books may be purchased from the 
Tanners’ Council of America, 411 Fifth 
Ave., New York, N.Y. 10016. 


A new book entitled Fashion Buying 
and Merchandising has recently been 
published by Fairchild Books. The book 
includes a step-by-step analysis of the 
buying trip and a discussion of every 
type of sales promotion. The book may 
be ordered by writing Fairchild Books, 7 
East Twelfth St., New York, N.Y. 
10003. 


The World of Fashion: An Introduction 
by Leonard G. Rubin offers a socio- 
cultural overview of the fashion busi- 
ness. Contents include information on 
fibers and fabrics, fashion manufactur- 
ing and retailing, advertising and 
marketing, a brief history of fashion and 
job opportunities in this field. 

Leonard Rubin works both as an 
independent consultant to the fashion 
industry and as a teacher at FIT in the 


Fashion Buying and Merchandise De- 
partment. The book lists at $12.95 and 
is at your local bookstore or Harper & 
Row, 10 East 53rd St., New York, N.Y. 
10022. 


Fashion Business: It’s All Yours by 
Estelle Hamburger discusses all aspects 
of the fashion industry: designers, 
changes in retailing management, buy- 
ing and promoting, speciality shops and 
boutiques and the great mail-order 
chains. It's a boutique of a book, written 
by a member of the fashion industry 
who has taught extensively and been a 
fashion consultant to leading American 
stores for 35 years. The book is 
available at $5.95 from Harper & Row, 
10 East 53rd St., New York, N.Y. 10022. 


The 1976 edition of the Footwear Fact 
File has been published by Fairchild 
Publications. Footwear, one of a dozen 
Fact Files, publishes special material on 
shipments by region, leading manufac- 
turers and operating ratios, materials, 
distribution, consumer buying habits 
and best selling footwear at the manu- 
facturers' level. Footwear and other 
Fact Files are available at $7.50 each 
through Fairchild Books, 7 East 12th 
St., New York, N.Y. 10003. 


and of course... 
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scandinavian sterling silver 


carol li@berrmmNan 


handpainted stones in Sterling silver 


SPeslie Kaplan 


cloisonne and ivory 


NICK] GROSSFELD 
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389 Fifth Avenue New York City, 
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ethiopian silver, bauxite, brass. 
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ST. HONORE-- 


A California Boutique 
Wholesales Accessories 


An exciting new concept in wholesale accessory sales was 
launched in May by Jack A. Levin and Associates in Los 
Angeles. The newest fashion collection, called St. Honore, 
made its debut against the background of a richly appointed 
showroom alive with enticing displays and showcases, 
glittering with international wares. 

The signature boutique, specializing in both imported and 
domestic accessories (with a special emphasis on California 
resources) is unique in its totally retail presentation. Prices 
are strictly wholesale, but the showroom is set up like a retail 
shop and, in fact, welcomes individual purchases. 

Fashion Division Director Sue Miller, considers these 
walk-in sales a barometer indicative of popular demand, and 
she builds new items and resources accordingly. 

The current St. Honore collection includes imported and 
locally crafted gold and mixed metal jewelry, oriental 
bracelets and table top art, Italian bar accessories, scarves 
and ties, leather goods and digital watches. Buyers will 


(continued) 


IN ITALY 


The Italian Leathergood Industry is still first 
and foremost in price and fashion. 


After many years of experience, we are well 
acquainted with the Leathergood Industry 
throughout Italy. We are therefore capable 
of finding you the appropriate suppliers to 
meet your specific needs. 


We will supervise your orders and assure 
prompt and efficient execution between 
you and your Italian partners. 


Please contact us. 


ABC 
Via Vitt. Emanuele, 26 
20052 MONZA - Italy 
Telex 25125 RSitalia 
Tel. 039/87856 - 87862 


Speyer Belts 


(Division of DABETTE Inc., Hoboken, N.J.) 
330 Fifth Avenue, N.Y.C.,N.Y. 10001 - (212) 564-5415 


“Ask for color brochure Fall-Winter ‘76’ 
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WONDER ScarF 


CARD SCARF 
for all gift-giving OCcasions 


A DOZEN ROSES 
especially for you 
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“You'll Find Us Everywhere” 


“Contemporary 
Handbags/Scarves/Belts”’ 


WILD BILL. 


“A Complete 
Accessory Resource 
For Today’s Dressing” 


MEMBER OF 
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A DIVISION OF f€. INDUSTRIES, INC. 
FORMERLY FUNKY CHUNK 


Factory/General Offices: 239 South Los Angeles 
St., Los Angeles, CA 90012 (213) 680-0801 

Los Angeles Showroom: 110 East Ninth, Rm. A-1015, 
Los Angeles, CA 90015 (213) 628-0686 

New York Showroom: Irena & Michael, 320 Fifth 
Ave., New York, N.Y. 10001 (212) 594-2334 


Bradad and mixed 


metal bangs. 


appreciate the ever-growing selection of well-priced, quality 
merchandise, much of which sports the exclusive St. Honore 
name 

Ms. Miller is pleased by the enthusiastic response to the 
14k gold jewelry. Chains of every style and price, pierced 
earrings and an extremely popular diamond pave group 
comprise the collection. The chains start at $40, earrings 
range from $15 to $100 retail 

A bolder approach to jewelry can be had in sterling silver 
mixed with vermeil, copper and brass. Interesting lines and 
textures including braids, wraps and hammered surfaces will 
attract the customer with an eye for fashion and a necessity 
for reasonable prices. Bracelets retai] between $30 and $65 
and rings are about $20 

Another strong jewelry item has been the solid state L.E.D 
digital watches retailing between $50 and $100. The gold or 
silver plated watches bear the excusive St. Honore signature 
and come with a one year guarantee. Styles are for both men 
and women. 

Romantic visions of faraway places are conjured up by a 
marvelous selection of handcrafted collars and bracelets of 
South American boar ivory. Sterling and brass findings add to 
the primitive beauty of these pieces. The ivory is also used in 
combination with polished rosewood and ebony. 

And on to the Orient for Philippine-crafted bracelet cuffs in 
wide and narrow widths. Mother-of-pearl and horn are 
mounted on stainless steel backs for a memorable fashion 
look. From other Asian corridors are table top artifacts such 
as cloisonne vases, carved ivory and jade pieces, jeweled 
containers and other elegant accessories of semi-precious 
materials. Items in the group are not always reorderable, but 
new and wonderful ‘‘finds’’ are always being added. 

Italy is the prime market place for jewelry, bar accessories 
and St. Honore’s own group of signature scarves. Sophisticat- 
ed prints in an array of colors and motifs will add the look and 
feel of European fashion to any accessory department. 
Scarves and ties to retail for $6-$40. 

And back to California for some of the most distinctive local 
discoveries. A special designer line of small leather goods 
combines printed suede and leather in seven styles with a 
choice of luggage, brick or wine tones. For the man, St 
Honore presents a practical solution to the businessman's 
briefcase blues—don’t miss the impeccably tailored flight 
briefcases. They are flat and compact, yet have plenty of 
places to stow those important papers. A variety of styles 
featuring divided compartments, zippers and double Pockets 
are available in luggage and dark brown, 
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Show 
Calendar 


Luggage & Leather Goods Show 
August 8-12 
International Centre 
Toronto, Canada 


Fall Gift Show 
August 8-12 
International Centre 
Toronto 


New York Gift Show 
August 15-20 
New York Sheraton and New York 
Coliseum 
New York City 


Gift & Decorative Accessories Show 
August 20-September 1 
Miami International Merchandise 
Mart 
Miami, Florida 


National Fashion & Boutique Show 
August 22-25 
Los Angeles Convention Center 
Los Angeles, California 


International Leathergoods Fair 
August 28-September 1 
Offenbach, Germany 


Florida International Gift Market 
August 29-September 1 
Miami Merchandise Mart 
Miami, Florida 


4th Hellenic and International Fashion 
Fair 

September 1-4 

Caravel Hotel 

Athens, Greece 


Indian Summer Arts and Crafts Festival 
September 10-12 
Marietta, Ohio 


Semaine International du Cuir 
(International Leather Week) 
September 11-14 
Parc des Exposition 
Porte de Versailles 
Paris, France 
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Mexfair 76 
September 12-16 
Convention Center Hall 
San Antonio, Texas 


Boston Gift Show 
September 12-16 
Boston Sheraton Hotel 
Boston, Mass. 


Ft. Lauderdale Gift & Jewelry Show 
September 28-30 
Pier 66 Ballroom 
Ft. Lauderdale, Fla. 


Sarasota Gift & Jewelry Show 
October 6-8 
Civic Convention Center 
Sarasota, Florida 


Intertrend 
October 17-19 
Offenbach, Germany 


Louisiana Gift & Jewelry Show 
October 24-26 
Fountainbleau Hotel Ballroom 
New Orleans, Louisiana 


GLENN @ 
MITCHELL 


Pewter Bracelets, Earrings, Pendants 


The Now Jewelry People! 


389 Fifth Avenue, New York City 10016 (212) 889-2979 
And At Marts in Dallas, San Francisco and Los Angeles. 
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Lumured’s exclusive high fashion handbags of flat 
polished color squares on fabric! Solid color, not 
surface coated, Mosaic-Mesh colors remain bright, 
vibrant, never chip, rub off or tarnish! Soft vinyl 
combined with Mosaic-Mesh make handles that are 
comfortable and easy to carry. Light in weight and 
light in price for your high volume, popular priced 
market. 

PETITE BEADS—now completely plated with real 
sparkling metal in high-style designs for evening 
wear. Best priced item of the season and yes, it's 
exclusive too... with Lumured! 


Call collect or write for full color brochure price 
lists and sample orders. Immediate deliveries! 


OFFICES: 
Miamt/ Frank Klein 
Miami Merchandise Mart 
Suite 2225 

777 N.W. 72nd Avenue 
Miami, Florida 33126 
(305) 261-2481 


Los Angeles/Ken Denzel 
California Mart - Suite 1165A 


Display Room 
330 Fifth Avenue 
New York, New York 10001 110 E. 9th Street 

(212) 695-0001 Los Angeles, California 90015 
Gable address - Lumuredbag New York (213) 623-3197 
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watched spring season, he is confident that the methods he 
and his buyers have adhered to will carry them through the 
next sales periods successfully. 

The strategies were slightly different in each department, 
but each plan involved the careful scrutiny of sales records to 
identify a trend as soon as possible in order to make a 4-8 
week projection. 

Handbags were the fastest selling items for spring in spite 
of the increase in leather prices this year. The dmm 
explained: ‘‘We had a huge increase in vinyi—both budget 
and better vinyl...also, fabric was outstanding.'’ The sleeper 
for the season was straw, and although the stock level was 
lower than last year, sales were up appreciably due to the 
selectivity of the assortment. The buyer and dmm agree that 
more business could have been done if the stock level had 
been higher. The trends were spotted and monies were 
directed to the leading handbag classifications quite early in 
the season. 

Jewelry was another category where lost dollars were 
anticipated as far back as Nomember—in this case, because 
of last year's items: Indian jewelry, heishi and puka sales. 
The strategy here, because there was no particular item or 
trend in sight, was to strengthen the basics. The good results 
reinforced the decision, as the department not only met last 
year's figures but came out of the season ahead. Engraved 
items and initials were popular and this store looks to those 
categories plus the tailored styles for future strength. 

Cotton scarves comprised a leading category in early 
spring—with the chain's own direct imports contributing 
profitable margins. The dmm regrets that they underesti- 
mated the sales potential in their imports, as the choices were 
smart and the profits were excellent. However, increases in 
this area are not expected this fall and some of the scarf 
monies will undoubtedly be diverted into a heretofore 
unexhausted category—belts. 

“*l think most stores starved the belt classifications and it’s 
really wrong because we don't know how much belt business 
we can do,"’ said the retailer. ‘‘We're going to find out this 
year by throwing more dollars into that area—and letting the 
customer tell us.’’ 

The process prior to the act of buying is not a hasty one at 
this chain. A fashion director is specifically assigned to the 
accessories division. The director shops the market, analyzes 
it in advance of the buyers visits, and defines a general 
accessories direction in accord with the rtw scene. The dmm 
and his buyers meet with the fashion director at least once a 
week, 

Publications such as Fashion Accessories Magazine, 
WWD, Luggage & Leathergoods, the Tobe Report and Leona 
Bowman’s Fashion Newsletter are perused for ideas. 
Bulletins and slides originating from the chain's New York 
and foreign offices are yet another source of information. Yet 
even with this fairly complex network, this department store 
executive feels that more communication in the market is the 
first consideration in creating a lively and successful industry: 
“If there were a crossover of ideas the whole industry would 
be better. | don’t think there’s enough of it going on." 


He feels that upper management would make better 
decisions if they spent more time in the market. However, he 
readily admits that he, too, is guilty of not getting to the L.A. 
market as often as he would like; an ideal schedule being one 
full day at least every two weeks in the Mart. He Says he 
comes away from such visits excited and ‘‘ready to go.’’ 
Conversely, he believes that vendors should visit the 
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stores—not just the downtown stores, but the branches—to 
get a real idea of who the customer is. The manufacturer 
would also profit from a clearer explanation of the hows and 
why of the retail operation. 

The retailer is a strong believer in California resources— 
they comprise 15-20% of his current volume. He has 
abandoned the idea of seasonal buying and is totally behind 
the year-round creativity generated here. A recent convert to 
the acceptance of the California early market, he now feels 
that the early showing is to the retailers’ advantage 
(especially in crucial economic times), allowing them to test 
items as early as possible. This concept fits right into his four 
step strategy of 1) communication and exchange of ideas in 
the market, 2) testing goods early, 3) watching sales records 
closely, shifting monies into strong categories immediately 
and 4) reordering narrow and deep. 


Midwest Report (continued from page 16) 


clothes and accessories. Strobe lights circle the walls and a 
three story futuristic mannequin serves as a backdrop to 
outstretched sculpted hands offering fashion feasts. ‘‘Power 
Play'’, amachine body with toy cowboys for eyes and a doll’s 
head for a foot, sits demurely on a lucite chair directing traffic 
to nearby hats and handbags. 

Mannequins looking like paper mache creations, with frizzy 
colored hair and painted eyes preside over a garden of plastic 
brights—bean baggy tomatoes, eggplants, carrots and 
radishes. These figures act as guides. Two of them direct the 
shopper to a nook off the main entrance, aptly entitled 
“We've Got the Spirit in Jewelry’’, where rows of spinner 
cases tell the stories and custom-built cabinets house surplus 
stock. 


Jewelry 

Jim Huff, accessories buyer for the four junior stores, says 
the jewelry scene is stronger than ever and is outstripping 
scarf sales this fall. ‘‘What makes jewelry exciting this year,"’ 
says Mr. Huff, ‘‘is the different manipulations. Gone are the 
design stereotypes. Layering and unusual ways of achieving 
versatility are just right for today’s woman."’ 

The most important fall feature is cording. It doesn’t matter 
whether you cord in silk, soutache, waxed leather or tartan 
plaid as long as you cord. Multiple cord chaining is 
color-keyed or mixed with hammered brass and _ silver 
pendants or add-ons of clay beads, liquid silver and unusual 
colored glass beads—all in 24'’ to 30’’ from $3-$10. As for 
color, a summer folkloric carryover results in deep gorgeous 
purples mixed with russet in early fall, and brown and rust 
tones later on. Watch grey, that sleeper that may get into full 
swing, as it teams with navy and rust. Painted wood joins the 
newer inlays in octagonal and square bracelets and pendants. 
Last but not least is the mix of cord with wire. Earrings, 
especially the hypo-allergenic, are most exciting in a 
medium-sized button rolled, wrapped and knotted in—what 
else? Colored cord! 

Two fine jewelry cases at Madigans feature sterling silver, 
gold-filled and genuine stones. A continual display of silver 
over the past few seasons has helped the store maintain a 
reputation as an excellent silver emporium. 


Hats 
Sometimes a good thing going just keeps getting 
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better—such is the case with today’s spirited fashion 
fantasies. Hats, although not a very big part of the fall 
market, went to the English boarding schools for inspiration 
which in turn sent them straight to Sherlock Holmes to solve 
the mystery of the elusive Garbo. Hence narrow felts return 
with larger brims, the swat cap appears in all manner of 
materials and the knits mate with the sox in knee-highs, 
leg-warmers and thigh-highs. Nubby boot toppers kick off a 
procession of tartan-piped spats, pin stripes compete with 
embroideries, while folkloric, argyles and cables are knee 
deep in knit and nylon blends. 


Scarves 

Big brother is joining the scarf scene in large triangular 
coverings and wool shawls. The most important of these are 
the tartan plaids and ruana Mexican looks—ponchos with side 
slits and wrap tie belts. The woven plaid story has 
accommodations from all sides, scarves to match shawls, 
skirts, vests, fabric necklaces and even bracelets and 
earrings. Ethnic headwrapping continues but a quieter 
elegance is asserting itself in the newer ascot look—a 
demi-scarf that knots. Scarves, like hats and belts, are 
suspended from a ladderlike grill and hung with gaily colored 
clothespins. The trick of raising and color-grouping them has 
been one of the most successful display concepts 


Handbags 

Madigans Jrs. takes a batter’s view of handbags and fills 
all the bases in a $15 to $50 range. Suede once again is the 
early entree for back-to-school although the suede-leather 
combos look so good they may continue, according to Mr 
Huff. The ‘‘sweet and dressies’’, clutches and smaller bags, 
are in corduroy, suede and fabrics. The banja cloth returns in 
darker tones. Clovis Ruffin and Barbara cover signatures in 
canvas and trimmed corduroys. 


(continued on page 68) 
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HCP (37/36) — Cutting area 
37" x 36", open daylight 1012", 
9” stroke, optional beam sizes, 
2hand trip 


i 
— USM 


can cut it in the 
leather industry. 


SERIES 70— Cutting area 45" 
x 22", 67" x 22" or 60” x 32”, 
60 tons, 8" daylight, 2 hand 
trip, 2 pillar press 


SERIES 80— Receding or 
fixed head, cutting area up to 
96" x 48", 80 or 110 tons, fast 
cycling with special feeds 


DVKS-45 — Many models 
from 60” up to 120” wide, 
30" deep, 45 tons, 11" day- | 
| light, optional head sizes, | 
photo-cell controls 


BANDKNIFE MACHINE— 
Spacious table 67” x 126”, 
Cutting height 10 or more, 
optional blade profiles for 
different materials 


THCM-A— Cutting area 60” 
x 24", overlapping beams, 
9" daylight, 6” stroke, low 
profile, 2 hand trip 


BUUP-A— Low profile R.F. 
machine for flow molding and 
embossing of PVC, work area 
14” x 18", 1OKW generator 


SERIES 70 P-FEED — Special 
multipurpose incremental 
feed system, allows use of 
dies larger than press head 


DVKS-C—Cutting area 
74" x 20" —fitted with roll 
stand and powered feed rolls. 


= 


Ly 4 ™ 


HCM-B — Cutting area 40” x 
20", open daylight 6”, optional 


beam sizes available, 2 hand trip 


SHCM-S— Cutting area 36” x 
24”, side operated 2 hand trip, 
open daylight 9", 6" stroke 


HCM-C—A low profile swing 
beam press—cutting area 
40” x 20” with fast setting 
control features. 


Write for our free brochure. USM Corporation, AP Machinery 
Hytronic Cutting Systems Department, 181 Elliott Street, {7 Division 
Beverly, Massachusetts 01915, (617) 927-4200. ww’ 

USM Corporation 
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| Awcessories? 


You bet it’s Chain . . . fashionwise when it 
comes to glamour, fashionwise when it comes 
to beauty, fashionwise when it comes to 
charm. And chain can be very fashionwise for 
you when it comes to profit. After all, our chain 
can be very, very modern; or very, very 
nostalgic; even very, very art deco. . . so why 
not join the Chain Gang with fashionwise 
fashion chain. 


And the place to find this chain is Universal. . . 
so how about dropping in and feast your eyes 
on the most fabulous sample collection of 
chain in the whole wide world of fashion. 


8 a ai A 


UNIVERSAL CHAIN COMPANY, INC. 


Selling to Manufacturers 
92 Burnett Avenue, Maplewood, N.J. 07040 © (201) 761-6600 ‘ 
BRANCH: 305 Eddy Street, Providence, R.1. 02903 ¢ (401) 42) 0022 
NY. OFFICE: 366 Fifth Avenue, New York, N.Y 10001 #(212) MU 2-1623 


(continued from page 66) 


The single most important shape is the rounded corner, full 
flap, bottom-buckled shoulderbag, commonly referred to as 
the hunting bag. The drawstring pouch in a medium to large 
size is another bonus baby. The Kenzo look did not make it 
here. Saddle blanket plaids, mohair and leather are just a few 
more treatments in the popular briefcase, clutch and 
shoulderbag styles. Handbags have a rapid turnover—they 
are visually arranged throughout the store in many 
imaginative ways. 

Dyed feathers brought in during prom time were such a 
success that Madigans is returning them in more casual 
leather-backed naturals (peacock, etc.) in chokers, earrings 
and pins. 

Cold weather resulted in a complete absence of spring in 
the Midwest. This should prove a boon to fall ‘merchandising. 
Madigans Juniors’ message of ‘‘look, layer and have fun with 
what you wear”’ is certain to appeal to those anxious to give 
full rein to their fashion fantasies. 


Sea-Struck...John Kinney of Lombard, Illinois, a frequent 
skin-diving enthusiast in Florida waters, became so 
enamoured of the delicate beauty of sea shells that he began 
experimenting with electroplating as a means of preserving 
that beauty. Sand dollars and starfish are just a few of a 
collection of 24K gold-encased pendants marketed under the 
name of Sea Life Treasures. They are carried in Marshall 
Field’s Heritage House, Katy’s in Glen Ellyn for under $20. 


SO Uu t hwest Re p O rt (continued from page 16) 


Two years ago Ms. Swanson and Ms. Horn started 
designing the kind of comfortable, avant-garde sportswear 
they themselves liked to wear but couldn’t find in stores. 
Starting with a $145 investment in all-cotton fabric, they dyed 
it themselves and had garments manufactured. They showed 
it at the ‘‘Strawberry Frosting’’, a plant and wall decor shop 
owned by Kate Frost, Ms. Swanson’s mother, which was 
located in an old house in the Rice University-Medical Center 
area of Houston. 

“Our apparel caught on, so we started accessorizing it. 
That’s when we found that accessories are really what sell,’’ 
said Ms. Horn. 

In the fall of 1975, the two women opened their apparel and 
accessory shop in a 1950s era house next door to the plant 
shop and kept the same name. With antique displays and lots 
of plants and paintings scattered on the walls, the shop has 
the atmosphere of a real home. 

“We try to convey a feeling of friendship—that we're 
inviting customers into our home to find exciting outfits,’’ 
said Ms. Horn. 

Now the Strawberry Frosting has ready-to-wear ranging 
from formals to sportswear from other manufacturers. 
Besides that, there are lingerie, cosmetics, handbags, 
t-shirts, skirts, jewelry and scarves. For fall, the Mary Quant 
complete line of shoes, chemises and panty hose is being 
introduced. 

Accessories are sold with almost every purchase since 
emphasis is on a total look. ‘‘A lot of young girls come in at 
the last minute before going out for an important evening, 
and we help them choose the right look,’’ said Ms. Horn. 
Also shopping the store are a number of professional 


(continued on page 70) 
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Many manufacturers of Thermo Cementing & 
Folding Machines would like you to believe that 
their units are either better this way or better that 
way... but the pure and simple truth is that the 
SAGITTA RP67/T from Schwabe—Ludlow is 
better every way. 


Here are some of our best features: 


@ Handles any type of high or low temper- 
ature cement. 


@ Incredibly simple and fast 
to learn. 


@ Easily converted over to any 
type of folding. 


@ Virtually maintenance free. 

@ Extremely cool running. 

© Does not leak. 

®@ Does not burn cement or clog lines 
when left on idle for long periods. 


e Schwabe—Ludlow service and sales 
representation throughout U.S.A. 


. 
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@ Complete parts inventory. 

The next time you’re looking for a Thermo Ce- 
menting and Folding Machine look for the very 

best... Cement a lasting relation- 
ship with Ludlow, a division of 
Herman Schwabe Industries. 


See us for a complete line of eco- 
nomically priced thermo cements. 


Herman ee Ind. 


Ludlow Division 

147 Prince Street 
Brooklyn, NY. 11201 
(212) 237-1700 


45 West 34th Street 
New York, N.Y. 10001 
(212) 947-1153-54 


CO. inc. 


Established 1927 


The softest leather for the hand- 
bag trade in Nappa. Cowhide, and 
Cabretta in forty designer colors 
prompt delivery. 


“The Leather You Love to Touch” 


Los Angeles -- San Francisco 


For openers, 


ANGLE VANITY 


start with Faccle 


The ORIGINAL Spring-Action Frame 


Doesn't it make good sense to use only authentic, 
‘Sa patented spring-open, snap-shut frames in your 
5 company’s products? 

For spring-action frames of all sizes and styles 
that are sure to fit your new line, write or call: 


John G.Treacy & Company, Inc. 


Harwood Building. Scarsdale. New York 01583 
Telephone (212) 881-8643 
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women able to spend the money for the look they want. 
Gathered waist pants and other funky styles for men are an 
attraction too, and couples often come in together. 

Among scarves, the Fisba Swiss cotton one-of-a-kinds in 
contemporary motifs have been excellent, used as belts or 
head-wraps, or wrapped around the neck. Some customers 
frame them for home decor. Other good lines are Anne Klein, 
India Nepal, Mary Quant signatures and Kathy Accessories; 
Lords of London's limited editions will be added this fall. 

An important jewelry look is the antiques, updated and 
repaired for today. These one-of-a-kinds, selling from $2-$100 
include such things as an art deco chain purse with a hook to 
attach it to jeans; old metal miniature pencils or sterling 
fingernail files on a cord. Also important are Catherine 
Stein’s contemporary bangles, earrings and sunglasses and 
one-of-a-kind clay earrings by Au Natural of New Orleans. 

T-shirts, ranging from India Imports’ $6 far-out looks to 
Ted Lapidus' more classic items at $24, sell well. 
Robinson-Golluber Persian turbans have been important in 
hats. The Strawberry Frosting has a good collection of canvas 
and leather handbags by Anne Klein, Asbury, and Ruza and 
belts by Anne Klein and Robinson-Golluber. 

Even the displays are fun at this shop. There's an 
antique pigeon-breasted clothes form on which to show art 
nouveau apparel. A clothes rack is made from a wagon wheel 
suspended from the ceiling by a chain. An old cedar-lined 
closet in the hallway has been opened up to serve as an 
effective display unit for completely accessorized outfits. 

Every three or four months, the Strawberry Frosting has a 
party. During the summer they tied in with several other 
specialty shops on a Bike Trail safari and customers were 
invited to bike to the different shops. In the Strawberry 
Frosting, tennis shoes were available at a special price and 
refreshments were free. Another party was in the form of a 
style show when the Mary Quant line was introduced. 


COMING IN 
SEPTEMBER 


© Special California Feature 
® Personal Leathergoods Section 
© Head-dressing--Fall Hats 


COMING IN 
OCTOBER 


e Reader Service Card 

© Pre-Market Issue 

© Report On The Volume Handbag Market 
© Scarves 


Fashion Accessories Magazine, August, 1976 


THE MARKETPLACE 


Classified ads are $20 inch (approx. 6 lines type). If you wish to use a box num- 
ber, there is an additional charge of $10. Send ads to Terry Petak, FASHION 
ACCESSORIES MAGAZINE, 80 Lincoln Avenue, Stamford, Conn. 06904. 


WANTED--Nationwide sales rep. for 
manuftr. & importer of quality luggage 
& handbags. Send resume or call, 56 W. 
45th St., Rm. 1001, N.Y.,N.Y. 10036. 
(212) 575-5016. 


AVAILABLE FOR ALL PROMOTIONS 
Contact: John Hoffman Suite 1314 
250 West 57th St., N.Y.C. 10019 
212 582-7810 


ATTENTION REPS: 


Dallas and Atlanta territory open for 
incredibly hot leather line. 

Call Mediterranean Trading Company 
(312) 678-5533. 


WELTING CORD 


for Handbags, 
Handles 
SALES REPS 


HANDBAGS * Attractive Prices 


: 4 * Prompt Deliver 
Popular line - canvas and canvas with P Y 


leather trim. Territories open for qual- 
ified people. Rocky Mountain states, 
Mid-West, Southeast (excluding Florida), 
Southwest, West Coast. Reply in 
confidence Lowell Cornell, Natco 
Products Corp., 33 Factory Street, 
West Warwick, Rhode Island 02893. 


LORRAINE 
Upholstery Supplies 


430 Bond St, Brooklyn, N.Y. 11231 
(212) MA 4-7153 


DESIGNER 
AND 

SAMPLE MAKER 
WANTED 


National organization looking for 
experienced designer (freelance o.k.) 
to develop line of small leather goods 
for import, including totes, tennis 
bags, shoulder bags, envelopes, 
travel specialty bags and accessories. 
Top dollar. 


RINGS ’n THINGS 


Send letter detailing your past exp- 


ae, 
Sastenec 


a 


PRECISION 
SPRING RING: SNAP FASTENERS 
Standard and large, heavy-duty 
styles — complete line instock. 
Request samples: 


ROME FASTENER CORP., MILFORD, CONN. 06460 


Showroom: 866 Ave. of the Americas 
NYC 10001 © (212) MU 4-2444-S 


We are manufacturers of wood products and turnings — and 


erience to: 


Box 800, FASHION ACCESSORIES 
ie MAGAZINE, 80 Lincoln Avenue, 
Stamford, Connecticut 06904. 


se 
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carry standard, in stock items as well as items made to 
customers’ specifications. Write or call for information. 


6RoGF RT Est. 1874 
2 & SL OPPER,, Inc. | (212) 095-0521 


23 W. JOHN ST., HICKSVILLE, N.Y. 11801 | (516) 822-9677 


WEST COAST REPRESENTATIVES: 
HENRY KAUFMAN 766 East Pico Bivd., Los Angeles, Calif 90021 (213) 748-7388 
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INDEX TO ADVERTISERS 


Our editors provide this convenient alphabetical index to advertisers as a service to our 


making a monthly trip through the market, keeping our readers abreast of who is doing what 
It's an education in itself. That's what FAm is all about. Enjoy! 


Accessories By Pearl, Inc Scents tae 14 
Accessories Place, The .. . ae . 65 
Accessory Street . . Sis ie Boe nae 61 
Aix Jewelry, Inc Sir 5 wees ue OO 
Alpha Handbag Corporation. <a eS 
Associated Buying Corporation. . . 60 
Bag Bazaar, Inc. 5 ¢ 12 
Bag Game, The PSs tatere RLS 
Bagg Masters eer <3 «46 
Banner House 5 Sex see eran 57 
Bogert & Hopper, Inc... . ‘ ee | 
Burlington Handbags, Inc......... 45 
California Accessories Guild. ......15 
CaroLaurie Accessories, Ltd... . . 20,51 
Carole, Inc. Eo eaee sieusrar enc iste 20 
GathyiAccessories, 65 cise ce Syse swe 22 
Consolidated Canvas ....-.... . 49 
Contessa Accessories Corporation. . . . 52 
Cottontex Corporation. ......... 48 
Delill Creations . S15 Se 50 
Dover Handbag Company, Inc 55 
Empress Handbags, Inc. . . . Step 
Fife Associates .......... 4th Cover 
Fran-Stef Manufacturing Corporation 9 
Fulford Manufacturing Company. . . . 72 
Gaetano Handbags, Inc........ 25 
Glenn Mitchell Associates. ....... 63 
Goodman & Son,Ben .......... 17 


Goodyear’s Manufacturing Corporation 50 


HRM Company ; 6 
Hermes Leather Company, Inc 70 
Hilf Bag Company, Inc. . 16 
Honey Bunch Handbags 49 
Jaclyn, Inc. . > 2nd Cover 
Jaleh & Joseph 21 
Karavan Fashions, Inc... 53 
Knapp Originals. . 10 
Lawrence Associates, Jeffrey 49 
Leonardi Manufacturing Company, Inc..72 
Lumured Corporation 64 
Lyons, Mickey F ee | 
Marcus Brothers ‘ 8 
Mardane ... r 52 
Margolin, H.... : ~ 35 
Mediterranean Trading Company .2 41 
Mother Nature « «20 
Mutterperl, Sol . y 51 
Ocean Imports, Inc ‘: ae Pi 
Ohio Bag, Inc.. . 56 
Ollila Industries, Inc.. . A 44 
Omega Fashions 2 
Pakula & Company are 
Phazes Jewelry, Inc. . . Sr 16 
Phillippe of California . 5 


Playgirl Handbags, Inc. 3rd Cover 


ide Reac } ke 

and wher t 4 

RGA Industries, Ir E 
Julius Re i 
Rir ) € 
Ro Faric 1 
Rothsct K 6 
Ss th 47 


S 4 
Sirco at 1a 19 
Slam Belts & Bag 8 
Speyer Belts 60 
Stein, Catherine 20 
Sunfiower Bazaar 7 
Sunshine Creation 21 
Tanito, Ltd 47 
Taylor, Inc., Lou 5€ 
Theodor of California 37 
This & That 21 
Together-Crafts, Inc 40 
Treacy & Company, Inc., John G 70 
Trika Designs, Ltd 21 
USM Corporation 67 
Universal Chain Company, Inc 68 
Vogue Watch Strap Creations, Inc 4 
Walborg Corporation 
Westport Company 36 
Whiting & Davis 18 
Wild Bill, 

A Division of FC Industries, Inc 62 
Woodside Leather 66 
Work Ticket, The. . 46 


Zentall Jewelry 


Virtually unlimited selection of styles! 
Fulford offers a complete line of Lift or 
Turn Locks and Closures, Eyelets, Grommets, 
Rings, Tabs, Touch-offs, Hinges, Corners, 
Zipper Pulls, etc . . . plus Decorative Stamp- 
ings of every size and style. Write or phone 
for prices. 
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FULFORD MANUFACTURING CO. 


107 Stewart St., Providence, R. 1. 02903 
Phone (401) 421-2600 
New York: 339 Fifth Ave., (212) 685-6155 


by 
eonardi 


for PORTFOLIOS LUGGAGE 
HANDBAGS 


Sizes 8/2 to 18 inches 


WIRE | 
HANDLES | 


} -..any size 

Highest Quality — Low Direct 
Factory-to-you Prices. 

FREE SAMPLES 


CALL 315/834-6611 Collect 


MANUFACTURING CO., 
Weedsport, N.Y, 13166 
Phone: 315/834-6611 


QUALITY FRAMES SINCE 1945 
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LEATHER 


one of the finer things 
still within reach 


Playgirl Handbags, 320 Fifth Ave., New York, N.Y. 10001 


Pervels 


BOLERO 


Urethane 


Pervel has created Bolero, a special new 
Urethane, to give your handbag the look and 
feel of the finest, most expensive, buttery-soft 
calfskin. 

For the softest touch in handbags call 
Pervel at (212) 532-7200. Ask about Bolero 
and our other innovative man-mades. 


From the 
Susan Tyler collection 
by Kadin | 
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Pervels | 


BOLERO 


Urethane 


Pervel has created Bolero, a special new 
Urethane, to give your handbag the look and 
feel of the finest, most expensive, buttery-soft 
calfskin. 

For the softest touch in handbags call 
Pervel at (212) 532-7200. Ask about Bolero 
and our other innovative man-mades. 


Fromthe | 
Susan Tyler collection 
by Kadin 
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WALBORG CORP. 149 Madison Avenue, N.Y.,N.Y. 10016 
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theultimate silt 


... this unique package from one of America’s leading 
fashion designers creates a four belt wardrobe of 
stripe to solid reversibles with an interchangeable 
gold platéd buckle: . now available at omega 
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OMEGA FASHIONS, LTD. / 330 FIFTH AVE., N.Y. (212) 868-6750 / BOSTON / CHICAGO / MIAMI / DALLAS / DENVER / LOS ANGELES 
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Why? 
Only $14.00 retail. That’s why. 
Real leather. That’s why. 


The hottest over-the-counter item at 
this price to hit the market. That’s why. 


An original Cheffins design attractively 
finished with fully turned all leather 
strap and multiple pockets. That’s why. 


styles, 3 colors, for true mass appeal. 
t's why. 


Awd Fashion Accessories can deliver 
av once, in mass. That’s why. 


VAre you still waiting to order? Why? 


* A FASHION ACCESSORIES 
OF CALIFORNIA, INC. 


DESIGNERS, MANUFACTURERS AND IMPORTERS 
OF FINE HANDBAGS 


VICK] OF CALIFORNIA -~ CHEFFINS LEATHER 


FASHION ACCESSORIES OF CALIFORNIA, INC. 
810 West Collins, Orange, Calif. Zip 92667 (714) 633-4070 


YOUBINAMES ee 
ADDRESS 

CITY. STATE Zip ee 
ITEM NO. | Qty | Cost DESCRIPTION 


1 Doz. ass't styles & colors Toe 
3420 $7.00.ea. | Eastwest pouch wibinding 
3422 $7.00 ea. [ North-south 3 section 


3425 | | $700 ea. | Traditional wiunder flap pkt. 
—— a = nas as 


3400-R 


Italian Report: 
The New Best Sellers from Bettini 


Leather handbags here tend to know no seasons. Such year-round usefulness is often 
achieved by combining the softest of leathers with monochromatic trim of heavier calf or 
even patent. 

“For the stores, this helps put an end to last season’s leftover,’’ says Flora 
Peterson who represents the Florentine manufacturing house of Raffaello Bettini. 
“Of course styles do change,’’ she adds explaining, ‘‘The big floppy look is out and the 
most popular handbags now are usually under 15’’ x 10”’ in size. 

“With more pockets and inner compartments, women can carry just as much but 
organize it in a smaller space,’’ she continued. 

“The convertible clutch with a snap-on strap that turns it into a shoulderbag 
remains strong. Colors are basic or subtle blends of high fashion shades that go 
with everything. 

Giovanni Papini, son of the owner, has begun expanding the Bettini image to include 
specialty stores and boutiques throughout the U.S. and Canada. 

Giovanni is one of that new breed of tall young Italians and he thinks young, too. 
Still under thirty, he has worked with two top designers to create the new 
year-round handbags in a collection suited to our American life style yet retaining the 
unmistakable flavor of Italian fashion. 

For more information, contact Flora Peterson, 9120 Springhill Lane, Greenbelt, 
Maryland 20770; or call 301-474-3291. 

By Barbara Hart ®) 


Top left, expandable, luxurious soft calf leather 12 1/2’’ x 9” 
opens to add two more inches of depth. Outside pocket, 
division compartment and large interior zipper pocket. Ad- 
justable shoulderstrap and contrasting leather trim. Brass 
accents in hardware. Retail $68. 


Right, emphasizing new curved line at top and sides, this soft 
leather shoulderbag has matching patent leather trim and 
strap with small brass hardware details. Fully lined with large 
inside pocket. Retail $74. 


Calf Clutch (foreground) opens like a portfolio and contains 
three top-zipper compartments. The leather is heavier and 
the colors are deep hues. Size: 11”’ x 6 3/4’’. Retail $46. 
Braided belt (at extreme front) features unusual see-through 
circular clasp and brass trim. Retail $15. 
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Narrow belt (rear) of rolled calf has conventional brass 
buckle. Retail $15. Double braided belt (center), retail $20. 
Doubled rolled belt (front) has dressy snap closure. Retail 
$20. All belts available in 3 sizes in basic and fashion colors. 


Convertible clutch with detachable snap-on shoulderstrap is 
made of soft leather with strap and trim of monochromatic 
patent leather. Compact size measures 131/2’’ x 73/4’’. Roomy 
interior with zipper compartment. Available in all basic colors 
and high fashion shades. Retail $67. 


Capsule Comment 
The latest Italian handbags are: 
1. More compact in size 
2. More structured 
3. More compartmentized 
4. Made of softer leathers 
Colors are: 
Basics: black, brown, navy, beige 
Fashion shades: 
Browns: Moro—mulberry, dark brown 
Castagne—chestnut brown 
Neutrals: Cocco—beige and gray 
Serape—beige and natural 
Reddish hues: Mango—light brick 
Acajou—a blend between wine 
and brick 


Los Angeles 
110 E. 9th St, 
Suite A1089 
_ (213) 627-0758 Kz 


. 
%. 


New York - Chicago Dallas - 
Atlanta - Philadelphia - Florida 
Florida 


By 
EKL. Inc. 


1422 S. Grand Ave. 
Los Angeles, Calif. 
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WOKOags: 
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| davey’s apple picker’s bag 
davey’s big game bag 
L 

{ 


davey’s bos’n bag 
davey’s carpenter’s bag 
davey’s doctor’s bag 


davey’s folio bag 


i Hl 
F iM 
fi j 
{ ; 
- SS) | 
< = ne gs pee 


gf davey’s paperboy bag tod 
Ye davey’s postman’s bag ta 


davey’s seed bag 
davey’s sheepherder’s bag 
davey’s vagrant’s bag 


... in natural canvas 

or bright colors, with 
good boot leather... 

at 330 fifth avenue, 

new york 


— 
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1 1200T-SS T-Shirt * 100% cotton 7 1400H 
2 2600J Rain Slicker * 100% cotton 8 2200B 
3 2600U Matching Umbrella 9 3600B 
4 1300T-LS T-Shirt * 100% cotton 10 1603 
5 1801 Italian Stripe Umbrella 11 2500B 
6 2400B Classic Bag * Canvas/Leather 12 2300B 


a > 
Rainhat * Cotton/Polyester 
Attaché * Canvas/Leather 
Tennis Bag * Canvas/Leather 
Macrame Shoulder Strap Umbre 
Duffel Bag * Canvas 

Tote Bag * Canvas 


13 3600U Tennis Umbrella * Cotton/Polyester 


American Umbrella Co., INC. 45 East 30th Street, New York, N.Y. 10016-(212) 686-7887 


Margaln goes 
fo all Lengtns 

1O TING you 
Fall-into-Folcay 
‘Baggere 
Ol iis Best 


Some to carry around the corner. 
Some to carry around the world. 
All to carry her off in great style. 

So for fall and holiday Baggerie at 
largolin’s ‘76 collection 
apes, colors, and fabrics 

out and say “buy me.’ 


th Gait nantArnnacenrice:k\Aanasinag. Contomhpr. 1976 


— 


Ace20/500, $5 Retail Choker Style 20/503, $5 Retail 


oe , 4 x ing \ New feelings. Natural feelings. Handcrafted 
toy , of ceramic, glazed in five bright primary 

colors, and fired for permanent luster. 

In Spring brights; in a variety of nature- 

inspired motifs; it's one step ahead for the 

Contempotique division of Carole, Inc. 


Los Angeles 
California Mart, 110 E. 9th 

Suite A1061. 
(213) 749-7211 


GAMES PEOPLE PLAY 


Games people play can also be games 
people carry. Clovis Ruffin’s new col- 
lection of evening bags proves that 
point. The sparkling ‘‘gameboards’’ are 
achieved with designs of black, white 
and silver beads on a black or white 
satin background. Shown here: domi- 
noes, a piano keyboard and backgam- 
mon—see the rest at Clovis Ruffin for 
Genie, 350 Fifth Ave. 


_ ATTENTION 
SCARF 
BUYERS: 


e GN? KS DO ae) 
. eS gw aN pat ewe 


Visit our N.Y. Showroom or call our sales representatives for an appointment. 


a Ons T Harvey Krasner © CaliforniaMart © Rm.A1068 © (213) 622-4285 
Ed Bryan © The Apparel Mart © Rm,M412 
ASTHWEST/ DALLAS. Mel Skiar © The Apparel Mart © Rm. rei © (214) 630-61 ea 
NEW ENGLAND: Bob Heffron © North East Trade Center © Rm.118A_ © ee 5-809 

FLORIDA: A! Meisenberg & Mickey Berg © Miami International Mart @ Rm, 2C ye (gas) 721-5998 
CAROLINAS & VIRGINIA: Jack & Julia Manherz ©Carolina Trade Mart © Rm. G314 — fies (804) 464-2090 
MT.STATES: Ten PlusTen © Denver nena Mart © Rm. 4650 © (303) 573-5656 

Salt Lake City, Utah e (501) 5 007 
MICHIGAN: onl & Annette Willens ¢ (313) ba. 3039 
6) 867-3897 


CaroLaurie Scarves for the Junior Contemporary are 
checking out across the country in over 3,500 department 
and specialty stores. Select from over 60 assorted groups — 
NEW for Fall & Holiday in the latest... 


\ | \ y \ j 
A+ — — _/ 
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SLAM. 
DELTS & 
BAGS 


Reamaae 
DIVISION OF > 
MAHLER SALES CO. 
1147 Santee Street 

"os Angeles, Calif.90015 
(213) 749-9144 


CAueoORNIA 
. ACCESORIES 
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ACCESSORIES by PE 
really “GET- AROUND?” wit 
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ACCESSORIES by PEARL 


330 FIFTH AVENUE = NEW YORK, N.Y. 10001 
(212) 594-5580 


am BX 5 Lye/ 
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ACCESSORIES WEST NORKUS & FISHELSON PURSE MATES 
110 RB, 9th Street, Suite A-1041 10 West 33rd Street, 5670 Mc Dermott Drive, 
Los Angeles, CA 90015 New York City, NY 10001 Berkeley, Ilinois 60163 


(218) 627-0034 (212) 736-1969 (312)378-6998 


iy > x ; . zi / 
>. # ; bl 
. Rg - oe. Rol J 
FOR A ROYAL AUDIENCE (NOT WITH THE QUEEN, BUT WITH 
i ONE OF OUR SALESMEN) CALL ONE OF THE BELOW 
¢ Pt NUMBERS. 
_ ea Murray Weisberg Henry Dreesen Arnold Levy Eugene Deutscher 
E el Pethnseles, Caverns ee sac Me gay ae Ae 
= i ea New York, N.Y. 10016 : 
i $ wae (212) 689-5453 
§ = tags a i 3 * : 1 
i ‘Showroom - 385 Fifth Avenue. N.Y.C. 10016 » 212-889-5453 
Lae” ES pe oF. 23 risk | 
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LOS ANGELES ADVANCE COLLECTION =) 
SEPTEMBER 1/3 = : | 
LOS ANGELES: CAL MART, SUITE A 1146, (213) 972-0098 LES CENTURIONS 
EXECUTIVE OFFICE & FACTORY: 3669 S. Broadway, (213) 231-4238 
Los Angeles, Ca. 90007 


‘2 OPENING SOON 


ss FIETH AVENUE ITEMS by AL BERES 
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NEW ENGLAND 


By Susan J. Liguori 


MIDWEST 


By Joni Johnson 


SOUTHEAST 


By Carol Adams 


SOUTHWEST 


By Linda Thorsen Bond 


Regional Reports 


Boston... The nostalgic look still flourishes in the Boston area, 
and customers can find many of their fashion fantasies at 
‘Dazzle and Goods"’ in Harvard Square, Cambridge. Dazzle 
arrived on the scene first, offering clothes of yesteryear amid 
antiques, streams of feather boas and wicker furniture, creat- 
ing a true forties atmosphere. Authentic accessories from by- 
gone times are displayed across the show cases, to comple- 
ment wicker mannequins clothed with ‘‘oldies,’’ and sporting 
felt hats and fabric flowers. 

Goods soon followed downstairs, ensuing from the custo- 
mers’ desire to combine the best of both worlds: the old look 
re-vitalized by new accessories. What better way to enjoy the 
smartest styles of past years while letting go with today's 
fashion freedom? And even better, the team of owners of 
Dazzle and Goods have made it work! 

Goods lends itself to experimentation and browsing, while 
not leaving the customer completely unguided. The square 
store space has been transformed into a virtual wheel of 
fortune; a rectangle of antique cases forms the hub sur- 
rounded by a series of alcoves concentrating on specific ac- 
cessories and novelties. This structure encourages the 
customer to explore the possibilities—he or she can't resist 
wandering from display to display with the traffic, seeing 


(continued on page 81) 


Chicago...Kia Eviambios, owner and designer of a successful 
Athens, Illinois boutique for the past seven years ($50,000 
yearly in dresses alone), still considers the Midwest a virgin 
market. The lack of designer stores in a traffic area of five 
million people made the decision to open under the name of 
Kia's a natural one. 


(continued on page 82) 


Atlanta...Arched windows, alcoves and cool passageways cre- 
ate an old world elegance at Andrews Square, located in 
Buckhead, the heart of Atlanta's affluent northwest. A variety 
of shops feature gourmet foods and cookware, antique 
porcelains and jewelry and unusual decorative accessories. A 
travel agency, photographer, beauty salon and several 
fashion shops and boutiques surround a European-style 
courtyard. Here a fountain, greenery, flowers and a winding 
staircase to the overlooking upper level form the center of 
activity and relaxation. Shoppers slip in and out of shops or 
enjoy a meal at Harts Restaurant where tables overflow into 
the courtyard. 


(continued on page 84) 


Dallas...What’s the key to successful fashion business in 
small towns in Texas? The answer has got to be—‘‘Don't 
accept the limitations.'’ Grigsby’s Rag Doll, a store which 
started in Abilene and has now spread all over Texas, carries 
clothes that look like the buyers stock with New York in mind. 
The safe little polyester pantsuits Texas women love are no- 
where in the store. This season’s stock includes gaucho pants 
that are selling as fast as they come into the store and ex- 
pensive boots that are a far cry from the cowboy boots worn 
on the plains. 


(continued on page 85) 


Fashion Accessories Magazine, September, 1976 


“ 7 ~ ey ae 


les 


with the Organizer 
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with Rainbow Webbing 
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with Colored Zippers 


eo 
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‘ with something exciting 

fa for the new season. 

ie See us in New York or Los Angeles 


and discover why we are 
the fashion handbag innovator 


also previewing our 
creative new collection 


Theodor 


Accessories 
by Valerie Barad 


Factory: 15401 S. Figueroa, Gardena, Calif. 90248 (213) 770-0442 
Ct ed or New York; 10 W. 33rd St., Suite 903 (212) 239-8370 © Dallas (214) 637-0413 
Los Angeles; 110 E. 9th St., Suite A1053 (213) 622-7944 © Denver (303) 255-3730 


of California Charlotte (704) 376-7841 © Seattle (206) 623-8800 ¢ Atlanta (404) 523-0572 
Chicago (312) 782-9347 
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THE DESIGNERS © 


If your customers are discriminating 
and high-fashion minded, you should 
see Barbara Bolan’s collection of Italian 
handbags and personal leathergoods. 
Barbara designs and makes her goods 
in Italy, but they are not typically Ital- 
jan—they have a special flair, a newer 
and different look which is distinctly 
Barbara's. (She and her husband were 
with Carber Shoes before opening their 
own firm at 320 Fifth.) 

The handbags, in very soft leathers 
and suedes, have a graceful elegance, 
achieved by understatement, simple 
lines, little or no hardware. They are 
slim and tailored—Barbara doesn't like 
the squashy hobo looks—designed to 
look right with the man-tailored suits. 
Shapes tend to the north-south, enve- 
lope and briefcase. Outstanding is a 
briefcase in two sizes, in suede or leath- 
er, and a pinstriped suede group of 
slim, tailored, smallish bags. Wholesale 
prices are mostly $35-40. 

The personal leathergoods are also 
very different and lovely: clutches and 
purse accessories in grey flannel with 
leather, suede and leather—from 
$10.50-24 cost. BB also has soft velvet 
travel accessories, cosmetic cases, jew- 
elry rolls. 

This collection, like most of what we 
see from Italy, is expensive—yet it is 
beautifully designed and detailed. 


JALEH ano JOSEPH cesicns 


in ACCESSORIES and SCARVES 


Ben Goodman & Son, Inc. 
15 W. 37th St. NY (212) 391-8061 


For pure provocative romance, nothing 
compares to the allure of the hood. 
Geoffrey Beene’s fal! collection of hoods 
exhibits a practical aspect as well—de- 
pending on the cut and size of the fab- 
ric, the hood doubles as a cowl, muffler 
or shawl. 

By ingeniously splitting the seam in 
his crepe de chine muffler, Beene trans- 
forms an oblong scarf into a hood. The 
ends are wrapped around the neck and 
then tucked into shirt or coat. A dy- 
namic look in black, taupe, bright red 
and plum at $15. 


DiAMbh SULLIVAN 
BiSIC RS 


ine. 
California Mart A906 
Alart 389 5th Ave, NYC 


A 50"’ silk and wool square floats like 
a cloud around the shoulders or rests 
like a halo over the head. In all the col- 
ors of a winter landscape: white, black, 
brown, camel, rust and gray—at $20. 

Displaying an interesting pattern is 
Beene’s 35'' wool and angora square 
with a tiny herringbone center in dark 
blue, surrounded by a solid beige bor- 
der and fringed in brown. At $35. Ro- 
mance with a wonderful flair—at Jewel 
Case, 385 Fifth Avenue. 


Graphic grospoint, resembling an au- 
tumn tapestry in muted brown, gold and 
russet tones on a beige background, has 
been fashioned into a lovely handbag 


SCARVES... PLUS +++ 


Accessories Ltq. 
385 5th Ave. New York 10016 (212) 532:3920_ 


collection by Giuliano Folin. The sil- 
houettes are large and striking: a short- 
shoulder carry-all with front pocket and 
brass closure, a modified hobo, a soft 
attache with top zipper and a tote with 
tortoise half-moon handles. Perfect for 
town or country, the collection ranges 
from $12.50 to $14. 

Also by Folin, a collection of hand- 
rubbed leather bags in two colorful pa- 
lettes: antique brown, tobacco and 
brandy or black, burgundy and gray. 
The bags are also available in suede and 
leather, or suede and patent combina- 
tions. Made in Italy, the collection is 
priced from $28.50 to $45. See it at 172 
Madison Avenue. 


JEWELRY FOR THE CONTEMPORARY WOMAN 


onreMPOWAN 


JEWELRY FOR THE CONTEMPORARY MAN 


DESIGNED BY DEBBIE LAUB 


FOR 


| # 
canoe ®) 
| INC 
California Mart, Suite A1061, 
(213) 749-7211 
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Jack Brusca and Joe Dante are painters 
whose 14k gold and sterling silver jew- 
elry exhibit the same concentration, 
feeling and texture of Brusca's work on 
canvas. 

Renowned for their alphabet jewelry, 
Brusca and Dante's new collection, 
“The Zoo,'' promises equal excitement. 
Displaying the same sensuous curves 
and interesting detail of the paintings, 
these charming animals are irresistible 
to the eye and touch. This ‘‘Zoo’’ in- 
cludes a lion, hippo, giraffe (whose eyes 
are disconcertingly like the Equus 
horses), monkey and cobra. All are 
available in gold or silver in two sizes 
and hung on rolled, silver-tipped, black 
China silk. There are rings to match. 
The most exquisite zoo ever to be seen 
—at 171 Bowery Avenue. 


Cuffs are acommanding force in jewelry 
this fall and Dionne Cole has designed 
as prepossessing a group as anyone 
could care to see. The cuffs, in brass 
and German silver, are all individually 
made. Finishes are varied: hand-ham- 
mered, satin or polished. Treatments 
are creative: undulant waves of metal 


SES 
5) 
47) 


this thats. 


JEWELRY BELTS 
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cuffs are designed to be worn together, 
the curves of one nestling into those of 
another; one cuff is twisted, forming a 
slit-like opening, creating the illusion of 
two bracelets; and cut-out patterns are 
very popular. 

Although the 2”’ width is the favorite, 
Dionne is adorning all widths with a 
strip of snake or an oval center of leath- 
er for fall. The look is clean and classic 
and the cuffs are a striking sliver of col- 
or peeping out from a sweater sleeve. 


mickey lyonmraingear 
rainwear /accessories 

64 W. 36 St. 

N.Y., N.Y. 
695-2555 


Dionne’s breastplates, hung on long 
cords, are a study in versatility. One 
hammered breastplate, shaped like a 
boomerang, may be worn as a pendant, 
collar, belt or even bandolier style on 
the hip. All of the metals are pliable and 
may be shaped to the wrist or hip. At 
385 Fifth Avenue. 


“You have to fight with metal,’’ says 
Michael Moraux, ‘‘but actually, it's 
really very vulnerable once you under- 
stand it.'’ Under Moraux’s skillful 
touch, metal gives up its intractability 
and becomes a fluid, malleable medi- 
um. Working with gold, silver, rust and 
gun metal plate, he has designed a col- 


soe SURShine 
Soe ereations 


(404) 688-7364 

| Atlanta Merchandise Mart, Suite 7-J-11 
Charlotte Mart, Suite K-305 

2D Miami/Tampa Show 

May and Peter Lewitin / Jane Haslett 


lection of striking pendants on cord, 
bracelets and collars. One unusual piece 
is an adjustable half-moon collar, strung 
on cord with a long flat tubular plate 
suspended on cord below it. Because 
it's adjustable, the collar may be worn 
as a choker or pendant. Other items: 
kissing dolphins in a gentle sweep of a 
collar and abstract bangle bracelet; an 
abstract V on black cord, bold and dy- 
namic with clean modern lines and Mor- 
aux's metal piecrust collar and bangle. 
An intrepid and outspoken line—see it 
at Colony Designs, 385 Fifth Avenue. 


Don't just wear your cologne—wear a 
supply of it. AIX’s two tiny porcelain 
bottles, one shaped like a jug, the other 
a donut, may be filled with your favorite 
fragrance and worn as a pendant. Both 
are hung on shimmering silk cord and 
ingeniously supplied with a tiny cork 


Cathy and Marsha, for ' 
Catherine Stein 


Contemporary Accessories 
417 Fifth Avenue NY 10016 212-889-6721 


(continued) 
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DESIGNERS & REPS... 


(continued) 


stopper which doubles as an applicator. 
The colors of the porcelain are ethereal 
and delicate: light blue, creme and 
sand. An enchanting touch are the tenu- 
ous threads of 24k gold drizzled over the 
surface. 

AIX is doing a whole series of porce- 


AIA JEWUELRY INC 


lain pendants with handcrafted relief ef- 
fects hung on silk cord. Sculpted into 
flowers and sundry designs, the pend- 
ants are earthy-looking in muted greens 
and browns. 

The soft-tie or bolo look is a lovely 


complement to the cow! neck. AIX does 
a leather lariat with metal tips which 
may tie in front or off to the side or worn 
as a belt. Interesting adaptations are 
the agate slide on velour cord and jasper 
on crocheted cord. Prices range from 
$2.50 to $20. See the line at 385 Fifth 
Avenue. 


Daphne de la Grandier’s jewelry is cen- 
terstage. It’s a powerful magnetic force 
that commands the eyes to look and 
admire. 

Virtually every corner of the globe 
has deferred to Daphne's three-year, 
world-wide search for natural treasures. 
Her liberal interpretation of treasures 
include all of the earth’s creations: 
brass, African glass, chestnuts, tiger 
coconut, cork, clay, iron, nickel and box- 
ite. It requires an artist's disciplined 
genius to combine these heterogeneous 


materials into jewelry that displays ele- 
gance, sophistication and power, as well 
as interest. 

Some of Daphne's creations: —Afri- 
can sequins in a carnival of color; gray 


Peruvian clay manipulated with iron 


Brass & Sterling Silver Jewelry 


ee tt 
DESIGNS LTD. 
366 Sth Ave NYC 10001 212.564.4125 


beads for a smoky-silver beauty; large 
mahogany chestnuts combined with 
African brass and lacquered wooden 
beads; and a golden paper-thin scal- 
loped metal pansy, hung on cable cord. 
Powerful work—at 24 East 38th Street. 


ON OUR COLLECTION 
OF BOOT BAGS! 
RICHLY CRAFTED 
SUEDE AND LEATHER 
BAGS WITH AUTHEN- 
TIC DETAILED WEST- 
ERN STITCHING IN 
BEAUTIFUL TONES OF 
BROWNS AND 
BLACK CHERRY. 


SUEDE BOOT BAG 
=7031 $5.50 


BOOT BAGS... 


HAS YOUR OPEN TO BUY BEEN CUT?... 
IF YOU WANT A FAST TURN ON THOSE 
LIMITED DOLLARS, PLACE Cue PEREBS 


LEATHER 
BOOT BAG 
=7005 $9.75 


Just Jinx 
invites you 
to visit us 
and review our 
agcessories 
for all 
seasons 


390 Fifth Avenue 


213 564-8740 


N.& J. Associates 
6034 Canal Blvd. 
504 482-8081 
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Accessories by C.J. 
John Sutton & Carol Roberts 


New York City. N.Y. 10018 


Norman White & Mike LeBlanc 


New Orleans, La. 70124 


5601 Sheridan Road 


We 
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Please 
call us 
collect 

for further 

information 


Just Us 
Darlene DeWeese 
Los Angeles Mart 
110 E. 9th St. Suite A1028 
L.A. Ca. 90015 
218 488-0854 


Reggie & Glen Lang 
Dallas Apparel Mart 
2300 Stemmons Freeway 
Dallas, Texas 75207 
213 638-3132 


Lynne Stambor 
Chicago, Illinois 60660 
312 334-3184 


2s _ = eee) eye A ee eee 
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open 
" first. 


The California Accessories Guild Market 
September 13th through September 24th 


AIX JEWELRY. INC. / ALICIAN DE CALIFORNIA / ANGELIQUE, INC. / ANNIE OF CALIFORNIA. INC. / ARTHUR COURT DESIGNS / AYERS 
ENTERPRISES, INC, / B/G COLLECTION / BAGGS / BELTED BY JANE KLEIN / SASCHA BRASTOFF DESIGNS / CALIFORNIA THETA / CALIFORNIA 
THINGS, INC. / CAROLE, INC. / CARPETBAGS OF AMERICA. INC. / CATHY ACCESSORIES, INC. / COLLAGE GOLD / DIANNE SULLIVAN 
DESIGNS, INC. / ELWIN MANUFACTURING CO., INC. / FC. INDUSTRIES, INC. / GARY'S LEATHER CREATIONS. INC. / IBERIA JEWELRY DESIGN, 
INC. / “IMAGINATION” JEWELRY / ITEMS BY AL BERES / JOYCE JEWELRY, INC. / JUST JINX / KARMA FASHIONS / KNAPP ORIGINALS, INC 

LA TRICO / JACK A. LEVIN & ASSOCIATES, INC. / JERRY MADISON JEWELRY / NEWTHINGS BY CASSIDY / THE 1928 JEWELRY COMPANY / 
PHILLIPPE OF CALIFORNIA / SEA GULL CALIFORNIA / SHOES 'N STUFF / SLAM BELTS & BAGS / ST. DOBI DESIGNS. INC, / PAUL B. STONE 


COMPANY / TANDEM JEWELRY COMPANY / TAO DESIGNS, INC. / THEODOR OF CALIFORNIA / TINK. INC. / TROPIC-CAL. INC. / 
VARIATIONS IN JEWELRY / MARVIN WERNICK COMPANY 


IO EAST NINTH ST. SUITE A361 LOS ANGELES. CALIF. 9OOIS 
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© Cathy Accessories, Inc. 1976 


cathy accessories, inc. 

14] triunfo canyon road / thousand oaks, ca 91360 / (805) 495-8401 / (213) 889-9593 
la showroom / room alO24 cal mart / los angeles, ca 9OO15 / (213) 485-0012 

ny showroom / room 702 / 41) fifth ave. / new york, ny 1IOO16 / (212) 689-4215 
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@ The impact of the Ives St. Laurent collection on the fashion world was 
| 5 @ exciting — and how luxurious and romantic the clothes are 
Vat But — and it’s a big BUT — what do these fashions have to do with the real 
women of the real world? What relevance do they have to our lives? Must haute 
couture fashion always be so far removed from real people that they can’t even relate 
to it except in their wildest fantasies? Even haute couture women who could afford 
these operatic-inspired extravaganzas won't find them to be really wearable — except 
possibly for the most opulent of society balls, and only then for those who like to be on 
display rather than to be comfortable. 

The New York Times page one review of the show called the Yves collection ‘‘revolu- 
tionary”’ and said it ‘‘will change the course of fashion around the world.’’ Probably a 
more realistic observation is that the collection will have an influence on world fashion. 
There will probably be much, much simpler, slimmer translations of these many- 
skirted taffeta, opulent looks. Feelings and touches from the collection will embellish 
the more wearable fashions that we need today. Women are in the mood to feel 
feminine and luxurious at special times, but I think they will achieve this with simpler 

‘@ fashions in keeping with today’s lifestyle. And for their everyday lives — rushing to 
the office by car or subway, driving kids to Cub Scouts, shopping supermarkets and 
cooking dinner — they are not going to give up the comfort and practicality of slim, 
tailored clothes and pants. Certainly not for the pure fantasy world of taffeta and 
crinolins... 

But the accessories...now there's another story. Accessories were very important in 
the St. Laurent collection. There were feather chokers, wide gold and passementerie 
cuffs, golden turbans, tassled cords and braided ropes of pearls and gold. There were 
floral scarves, tassled shawls, wide suede belts, and of course all the great Cossack 
boots. In bags, colorful peasant ‘‘fantasia’’ designs will have this special fashion 
feeling 

These will be wonderful accessory looks to lend luxury and excitement to simpler 
clothes. And though very few women could afford the extravagant clothes (at $800- 
$10,000) even if they wanted them, they can afford the accessories. Accessories mer- 
chandisers should have a fling with these looks. Here’s where women can indulge their 
wildest desires for romance and luxury — and still be comfortable. 


~ Fenee Fe sun 
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Get the world off your should 


Hang an Albatross around! your’ 


In 1974, it was puka shells: 
1975, mood rings 


We believe 1976 is the year of 


The Albatross comes tous 
from legend. 

An ancient Mariner had an 
Albatross hung around his neck 
because he rejected man’s 
responsibilities 

Today, the Albatross is again 
a symbol of the responsibilities of 
each and everyone of us 

Don't reject those responsi- 
bilities, take hold of them. 


Don't run from misfortune; 
conquer it. 


Don't go through life with 


the world'on your shoulders: 


Hang an Albatross around 


your neck: 


And be proud of it. 
TheAlbatross comes in silver 


and|gold for bothimenand women: 


Itsuniquely boxed with product 
Insert cards explaining the legend! 
And backed'with brochures, 
press releases and counter 
displays: 
Alldesigned in the theme 
and legend ofthe Ancient Mariner 
1976 1s the year of the 


Albatross from the 1928\Jewelry 
Company. 


utah 


sabe SS Be sisted 


The Albatross ; 
trom: P28Jewrlry Company 


Tht 1928 Tetvelry Co. 3000 Empire Avenin® Burbank, Calitornias91504; Phote (213) 541-1925 “Above photograph eniarged for derail 
umber 93300-Gold: 93301-Silver Smalfstyle aimber 6 3508-Gold?6330)-Silver $48 pendozen largch$36 per dozen small, Iwodozen mmimum order 
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m exciting? For one thing, it’s the new breed of 
merchandisers in California. They are young- 
thinking...they are bold and unafraid to try completely new 

things...they are aggressive and promotional-minded in 
business. Most of all, they are innovators. 
The only way to make it happen, to get the buyers 
and their customers excited, to make a real impact on the 
fashion world, is to create new, imaginative things. Copying 
just isn’t going to do it. And in California, they don’t copy. 
These accessories designers don’t wait for any 
guarantee that ‘‘it’s going to sell’’ — they plunge ahead to 
create and gamble on the fashion they believe in, 
right or wrong. Conservative it isn’t — often it verges on the 
zany — but California accessories have a special flair. 
They are free and fun, designs with a sense of humor and a 
bold fashion statement. These manufacturers and 
designers are not afraid to move in a completely different 
fashion direction from the national and international 
trends as they are doing this season. 
All of this is what makes California accessories exciting — 
as you will see in this presentation of their September 
early spring collections on the following pages. 


| = @ What makes California fashion accessories so 


R.B. 
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Imagination PLUS 
in a Spirited 

| 3 September Market 
Presentation 


By Diana Ho 

Fashion Accessories ’77...back to classics? It ain’t necessarily so! California 
manufacturers are exercising their free spirit in design and originality and will dare 
to be different in their September market presentations. Right on the heels of 

St. Laurent’s fanciful and controversial Russian peasantry collection, California is 
demonstrating that they too have an imagination that will open eyes to entertaining 
possibilities in the fashion world. And that imagination and resourcefulness 

cover both well thought-out marketing plans as well as an innovative designer 
approach to accessories. 


European Ethnic—Imported fringed poncho and brightly striped tunic from 
France by Al Beres. ‘‘Indian Summer’’ hobo bag with primitive 
wood and leather trim; macrame knitting bag by Carpetbags. Copper 
__ neck sculpture (left) and ‘‘three-in-one accessory'’ (right) by Jehrl. 
Braided chain and cord choker by Joyce Jewelry. 
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Naturally Nubby — Handwoven looks in three Spring bodies by 
Kovach Leathercraft and Annie of California (center). 


Funloving Fashion Accessories — ‘Striped cotton voile blouson parka 

with convertible cow! neckline that becomes a hood; reversible kitchen fabric 
tabard with matching bag/hat and coordinating scarves by 

Alician de California. Rip-stop nylon and industrial twill tape 

duffle tote by Knapp Originals. Fabric doll pendants by AIX Jewelry. 


Photographed by Ken Bank 
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Canvas Casuals—Clockwise from top: North-south open tote by Sea Gull, double 
handled tote with see-through netting by Knapp Originals. Updated San Tropez by 
Theodor, zip-top tote with striped webbing handles, and snap-close tote with solid 
webbing trim by Sea Gull. North-south foldover tote by Theodor. 


Michael Greitzer of Phillippe explains the 
California Accessories Guild approach to the 
upcoming September market as a demonstration 
of their commitment to a ‘‘more things new 
more often”’ philosophy. Reiterating the roller 
coaster sales patterns witnessed at retail since 
the beginning of last year, Greitzer points 
out that retailers are going to be working closer 
than ever before to avoid inventory overages 
and markdowns. Their merchandising strategy 
will be one of constantly adding ‘‘newness”’ into 
stock rather than being locked into too many 
reorders 

Retailers will be looking for a fresh flow of new 
looks and California will strive to give it to 
them. Greitzer emphatically avoids the use of 
the term ‘‘early spring’’ and says that he no 
longer considers his own Phillippe a **seasonal 
line.’ A rebel? No~a realist 

Debbie Laub, designer for Carole, Inc. also 
speaks out for a uniquely California-style 
contribution to the accessories industry. Laub 
feels that the sophisticated contemporary 
market is losing a lot of the “fun” that 
accessories used to stand for. She thinks it is up 
to California to bring the lighthearted touch 


eh) 


Things Past and Present—White and colored enamel looks in 
nostalgic and contemporary designs by 1928. 


Understated Elegance—Fourteen karat gold with diamond pave and 
precious stones by Jerry Madison. Three-piece chevron ring Is in 
pink, yellow and white gold. 


Pendant Variations— 
Enamel crescent and art 
deco square; lucite free f ; 
forms by Tao. Ceramic 
geometrics by New 
Things by Cassidy. Moon 
pendant, part of 
‘*Feelings’’ collection by 
Carole, Inc. Hand-painted 
look butterfly on 

porcelain by Joyce Jewelry. 


IPR Nesey 


‘Nature Naturals—Floral print fabric combined with fine-grained Tutti-Frutti—Bags of the Stars...by A Bag in carrot, banana, ice 
; high-gloss leather in popular frame purse styles by Gary's Leather. cream, corn or strawberry (shown on the cover). Polyester suble- 
Ceramic walnut, pinecone, leaf cluster and acorn on colored cord by static print scarf by Just Jinx. 


AIX. 


Best Western Looks— Maverick's ‘‘Pizza Bag'’ combines frye leather and serape fabric 
with rope wrapped handles. Western style leather belt with multi-colored stitching by 
Slam Belts, sublistatic print scarf by Just Jinx. 


back. While everybody has been talking about 
gold and silver tailored looks, Laub feels that 
the stores are really watching for something 
different. California is known for its bright colors 
and Laub sees this as the single most 
important aspect of California creativity. 
Fabric In Handbags Is Where It’s At! 

Phillippe’s successful mid-summer debut of 
its new nylon cire collection served to prove 
correct Greitzer’s assumption that consumers 
are more than ready to accept new 
fabrications in handbags, and that seems to be 
the philosophy behind the September 
handbag market. Many of the successful bodies 
are being carried over—predominantly hunting 
shapes and medium-large totes—and the 
emphasis on new developments is concentrated 
in the fabric and detailing areas. 

Canvas, nylon cire and natural wovens appear 
to be the headliners while novelty fabrics 
and interesting trim treatments round out the 
new approach. Leather appears predominantly 
as trim although leather bags are expected to go 
hand-in-hand with the projected rise in boot 
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sales. Phillippe will be expanding on their 
successful ‘‘Le Squiche”’ line in bright plain or 
quilted rip-stop nylon hunting bags, 

foldable totes and duffles. 


Knapp Originals is showing rip-stop alone 
and in combination with canvas in their 
“‘work wear’’ group as well as sheer, 
see-through netting which creates an exciting 
new effect when combined with heavy 


“weight canvas in compartmentalized totes. 


Handwoven naturals are still selling strong all 
over, and Mark Slotkin of Carpetbags is 
introducing vibrant new colors in his 
custom-made banja cloth collection plus a new, 


original geometric tribal blanket design. 


A lot of attention is being paid to 
construction in a movement toward refining and 
developing popular shapes for a more 
functional, less sloppy handbag. Annie of 
California is putting more compartments both 
inside and out, as well as employing owner Eddie 
Diaz’s furniture manufacturing expertise in the 
construction and design of the line. Carpetbags 
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Top it off—Fiutter edge flower print top and handkerchief hem top with match- 
ing ribbon tied triangle by Elwin. Bead and chain necklaces by St. Dobi 
Designs. Enamel finish choker (right) by 1928 


has improved on the knitting bag style by 
replacing traditional round wooden knobs with 
donut shapes that help keep the bag closed 
Knapp will be using a lot of hardware, webbing 
and-industrial zippers, and Baggs, Theodor 
and Knapp al! foresee a gain in the use and 
popularity of facile closings. 
Jewelry: The Sky’s The Limit 

The jewelry market promises to be wildly 
innovative as the directions are many and varied. 
Tailored looks are becoming more fanciful 
with the addition of new geometric shapes 
and colored stones. Bright colors are coming up 
in high gloss glazes, lacquer finish beads and 
whimsical print fabric jewelry. Different shapes 
in ceramic and porcelain bring new proportion 
and dimension. Enamel, lucite. copper and an 
abundance of colored cord are also in the picture. 

On the gold front, Jerry Madison is expanding 
his look of understated elegance with the 
addition of new geometrics with a variety of 
diamond pave treatments. New Things by 


Cassidy accomplishes a different tailored look 
with manipulated gold and silver geometric 
beads. St. Dobi combines bright lacquer beads 
and Austrian crystal with chain for a 

delicate but boldly colorful look 

Porcelain-like ceramics in different quises 
looks like it is going to be a big story. 

Carole, Inc. will be suspending delicately 
sculpted pieces, fired to a high gloss glaze in 
colors like Wild Rose, Caribbean Blue, Emerald 
City, Daffodil and Wild Turnip, from matching 
soutache in their *‘Feelings’’ line. The Joyce 
Jewelry line includes a delicate handpainted 
porcelain look and three-dimensional animals, 
and New Things by Cassidy is developing 
ceramic designs in geometrics. 

Adventurous new avenues are being explored 
by AIX, Jehri and Tao. AIX is showing 
miniatures in basketry and metal to combine 
with kitchen and linen looks. Their fashion 
collections vary from stuffed Russian peasant 
dolls to classic enameled military bars. 
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Jehri touches a whole range of materials from 

contemporary sculptured brass to one-of-a-kind 

bound fabric neck pieces. Tao is showing 

an interesting group of flame-sculptured 

lucite both plain and with semi-precious stones, 

as well as a Western design enamel line 
International Influence in Fashion Accessories 

European influence seems to be the trend for 
a portion of the accessories industry 
Signature and border print scarves in free 
form and geometric designs will add a new 
dimension to the comprehensive selection of 
sublestatics currently on the market 
The fashion accessories scene includes 
Americana kitchen fabrics, imported ethnic 
looks, exotic Oriental silhouettes and fantasy 
novelty tops. There is an unusually wide 
assortment of styles and fabrics this season. 

Alician de California has chosen a crisp and 
crackly approach with her bright kitchen 
fabrics, haberdashery stripes and serape prints. 
Styles are novel with added touches like 
reversible vests and tabards, a hobo bag that 
can be worn as a hat, striped and art nouveau 
voiles in blouson parkas and short and long 
jackets. In addition to its vast scarf collection, 
Elwin has captured the same fresh mood in 
innovative one-size-fits-all tops in floral 
and peasant prints. 

Al Beres goes ethnic in European tunics and 
serapes. He will be importing his own selection 
of Italian border print scarves with hand-rolled 
edges. Other important looks in his line 
will be 27° and 31"’ squares and the longest 
of long slinky scarves. Jerry Madison will 
also be handling imported scarves as the 
California Classic—Canvas shoulder bag and attache case with outside compart- exclusive representative for Giancarlo Silk r 


iments and bone closing by Baggs. Enameled military bar pins on lapel and gold Scarves. an impressive designer line originating 
and silver leaf pins on cuff by AIX. in Como, Italy. 
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HEAD DRESSING: 


The Total Picture 


| -/| = Hats as accessories are coming 

into their own this fall-winter 

Ja q season. There's arenewed 
emphasis on head dressing brought 
about by this season's rtw 
styles—styles that almost demand the 
finished look of a sleek, uncluttered hat. 

More and more accessories 
departments are including hats as an 
integral part of their line, with 
increased sales reported wherever hats 
are carried. Adding impetus to the 
accessories trend in head dressing is the 
inherent excitement in the merchandise 
itself—hats in myriad shapes and 
fabrications to add interest and flair to 
any ensemble. 

Topping off this season's 
man-tailored look is adramatic, new 
trend in soft, versatile headwear. 

Fedoras and compact knit hats are the 
best sellers, with the men’s 
haberdashery caps, such as the Irish 
country hat or swat cap, following close 
behind. Winter whites, champagnes, 
and pastels in angoras, lurex, and 
sequined head-hugging styles are 
important for holiday. 


The Fashionable Fedora 

Everyone agrees—number one item 
in tailored head dressing is the 
soft-looking. man-inspired fedora. 
Building up over the last two seasons, 
the modified fedora will continue as this 
year’s success story, with color accents 

 onrusts, neutrals and some pastels. 


By Linda Kundell 


Freedom to create her own look is 
important to the customer. A wide 
variety of fedoras in wool felts of 
heathers or solids, with understated 
brims, or an occasional upturned flip to 
give a profile effect let today’s woman 
express her own personal touch. The 
untrimmed fedora is outpulling the 
trimmed because it allows the customer 
more flexibility. 


Classic Adaptations 

Basic shapes which did well last year, 
such as berets, cloches, and cuffs, 
continue to be popular in a large variety 
of soft textures, from wool felt berets to 
knobby knit cuffs. 

Berets have taken on added 
importance, particularly in knits, as 
complements to the sporty, outdoor 
looks. Rusts, reds and neutrals are 
popular colors in both knits and felts, 
with some Scottish tartans and 
geometric patterns also offered. 

Sporting its own vizor or draped 
forward to produce a vizor-effect, the 
classic beret easily adapts to this 
season's mannish country look. Halston 
has modified the traditional style by 
creating his ultrasuede snood beret. An 
elongated version, flowing casually 
backward off the crown and to the side, 
the featherweight snood beret gives a 
feeling of softness and luxury. 


Haberdashery Hits 
Versions of the man’s country hat and 


(continued on page 67) 


Halston's ‘‘ultrasuede"' 
fedora (left) with 

wide top-stitched brim, 

at Commodore; the 
Scottish woolen beret 
(below) in authentic tartan 
perches jauntily atop the 
acrylic Crusader 

hood, from Madcaps. 


Hats are enjoying an exciting 
revival thanks to the interest in 
tailored suits, knickers, flannel 
shirts and boots. Shown here is a 
sampling of important head 
dressing looks for fall. 


The wool fedora, (right) 
complete with grosgrain 

ribbon and feather, 

a from The Accessories 
Place; and the corduroy 

baseball cap (above) 
with wide, top-stitched 
visor, at Betmar. 
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By Linda Kundell 


Quality is Number One 

Although merchandising and display techniques may vary, 
everyone agrees on one factor: quality. Quality is the major 
consideration when purchasing pig items and customers are 
willing to accept increased plg prices in exchange for it. 

New York's Dinoffer, located on 57th Street, reports that its 
pig line represents 10% of total sales and includes a variety of 
imports as well as domestic lines. ‘‘We have established a 
clientele that doesn’t question price,'’ says Harold Dinoffer, 
one of the company’s principals. 
Believing that anything smart and unusual gives the 
individual more incentive to buy, Dinoffer is showing soft 
leathers in two-toned border effects and contrasting 
_ interior/exterior tones, such as gold/green and black/grey 
combinations. 
According to Harold Dinoffer, the customer is usually 

interested in one particular item. It’s then up to the 
salesperson to create a desire for other coordinated plg 
accessories. As Christmas approaches, however, there is a 
stronger trend toward ensemble buying. 
At B. Altman’s in New York, plg, although seen as a 
rdinated accessory with handbags and luggage, merits its 
) department. Mens and womens plg receive separate 
satment, with back counter display of selected groups. 
stresses uncluttered displays with good variety, 
ems in series of color. Lower-priced, impulse items 


CO! cots fashion market, ‘Altman's 
le is to stimulate the customer 
displaying plg as coordinates 
e cUSIO MIEN will be 


HOLIDAY SALES 


A Retail Perspective 


especially reptiles, kid and fine leathers, in soft constructions 
add significant appeal. Some important items: the clutch, 
often doubling as a handbag; and cosmetic bags (although 
this store would like to see them larger and roomier). 

The signature trend, which started with scarves, is still 
very popular at Altman’s, where a watchful eye is kept on the 
designers, who are rapidly moving into entire accessories 
lines as part of an overall, coordinated look. 

There's a different plg story at a leathergoods store in an 
affluent suburban Connecticut town. Phillip Silver, owner of 
Silver of Westport, displays plg together in one section of the 
store. Silver, whose plg line accounts for 15% of his total 
sales, distributes the NLDA holiday catalogue, using radio 
spots on a local FM station, plus some local newspaper 
advertising to stimulate Christmas sales. 

Selling well in womens plg is the checkbook secretary, 
while signature lines have not gone over in an area where 
customers prefer basics to designer fashions. 

The line of men’s plg remains conservative, largely 
because Christmas season purchases of billfolds tend to be 
made by women. ‘‘Women are often afraid to go too far out in 
terms of color and styling. They tend to be more conservative 
than a man shopping for himself,’’ explains Silver. 

According to this retailer, who feels that plg should be 
displayed in sets under the counter, customers at his store are 
looking for value, service and courtesy. Since articles are sold 
personally, he feels it is essential that his sales personnel are 
familiar with the merchandise. 

On the West Coast, keeping up with the latest styles is 
important at Beverly Hills’ Bon Voyage Bazaar. Robert 
Michaels relies heavily on his intuitive judgment, believing 
that style is intangible, and that the retailer never really 
knows if a new item will be accepted until he actually sells it. 

“Take men’s bags for example. We put them in at first with 
some trepidation,’’ remarks Michaels. ‘'That was two years 
ago, but they’ve been selling well. There’s no room in today's 
rtw styles to carry the items a man needs. The man bag is 
almost a necessity for some men, since some slacks don't 
even have hip pockets now. Men have been reluctant to adopt 
new styles, and it’s astrange phenomenon for them if they're 
not used to carrying things in their hands.’’ Even if only 10% 
of the male population uses the man bag, Michaels feels the 


_market would be viable. 


Word of mouth has played a strong role in attracting new 


stomers- ta Bon Voyage, a 40-year old establishment. 
portant holiday merchandising tool is 
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whic Michaels distributes to customers 
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At Dinoffer Luggage and Leather Goods in New York, plg is dis- 
played various ways. On the lower shelf Dinoffer groups merchandise 
in trays, according to style, while upper shelves display some of the 
same items grouped in series according to color. 


Back counter displays are important to highlight pig at B. Altmans in 
New York. Lucite stands effectively display distinctive series, such as 
The Birds, by Bond Street, in groups. 


At Beckel’s Luggage and Leather Goods, Los Angeles, where window 
displays tell the whole story, plg is displayed as a total part of a 
fashion grouping. Plg Items are displayed closed as well as open, 
emphasizing function and fashion. 


TITLE PAGE 


Like fine champagne, fine plg Is guaranteed to send spirits soaring. 
Clockwise from top: the ladies’ credit organizer takes on a two-tone, 
bordered effect in contrasting colors from Dinoffer Leather Goods; at 
Princess Gardner, black is added to the Pierre Cardin motif, co- 
ordinating with contrasting color in the ‘‘Magnifique’’ Continental 
Clutch. 

More leather on leather from Dinoffer, this time as a tailored key 
case; for more exotic tastes, St. Thomas offers the Fairmount serles. 
The slim clutch is trimmed with cowhide and inlaid with whipsnake 
strips. 


PRINCE GARDNER-KING OF PERSONAL LEATHER GOODS TAKES. HIS 
GIFT-GIVING MESSAGE TO THE PEOPLE ON NETWORK TELEVISION 


This Fall, Prince Gardner is taking his message 
to 165,000,000 consumers. Reaching 76% of all homes. 
Accumulating almost a quarter of a billion 
impressions via the CBS and NBC networks during 
the three weeks preceding Christmas. On The 
Tonight Show, The Today Show, Hollywood Squares, 
The Price Is Right, Walter Cronkite’s Evening News, 
John Chancellor's Nightly News and more. 
The King’s message is simple. “Only Prince 
Gardner has it all!” And that says it all. 
What's more, our TV schedule isn't inslead of 


This Fall, al 


print advertising. It's in addition to a heavy schedule in in 
all of the important magazines. 5 
As always, for Fall 76, we'll be Seti Iets ; 
more styles for women and men (for a total of more than — 
1,500); new, softer-than-ever leathers; exciting fashion 
colors and up-to-the-minute motifs. And backing it up 
with the kind of promotional support and sales help 
you'd expect from the leader. 
he King always takes care of his own. That's 


how he got to be King. | q 
That's how he’ ii stay King. henner . 
roner 4 


plg sales represent about 20% of the store’s gross sales 
volume. 

Merchandise here is also displayed in sets: ‘‘We feel it 
looks better that way, and is more saleable in units,’’ says 
Michaels. He adds that customers often depend on the store 
to suggest gift items and that it’s up to the salesperson to 
suggest other coordinating plg accessories. Reinforcing the 
salesperson’s recommendation are store displays, where 
matched ensembles suggest multiple purchasing. 

Mark Wissot, vice president, Beckel’s Luggage of Los 
Angeles, where pig sales represent 20% of total sales 
volume, estimates that 40% of yearly gross pig sales occur 
during the holiday period. In addition to quality, the feeling of 
the leather is of utmost importance. ‘‘A woman tends to buy 
the softest leather she can find,’’ observes Mr. Wissot. 
Compactness, style and color are other important considera- 
tions. 

Observing that browns and earth tones are popular this fall, 
Mr. Wissot believes that colors in womens plg should be 
dynamic and rich. ‘‘l stay away from red and green. When 
you sell a good wallet, it should be elegant. Red and green are 
too pronounced and also emulate Gucci,’’ adds Wissot. 

Signature lines are extremely important at Beckel’s as long 
as they are originals. Selling well too are the exotic leathers, 
such as elephant and shark. ‘We feel it's important to carry 
both a domestic and imported selection of goods, offering 
variety and suggesting quality,’’ said Wissot. He would like 
to see more variety in credit card cases and business card 
cases. 

At Beckel's, pig is grouped according to styles, with a 
separate counter devoted to travel accessories. The approach 
here is to display one or two of each style, backing it up witha 
good stock. Individual lines are displayed separately and 
Beckel's believes strongly that color coordination is of utmost 
importance. 

Sliding glass shelves, located in small, free-standing 
counters, display the leather goods. The shelves slide out, 
allowing the salesperson to show the merchandise under 
consideration. Wissot does not believe that merchandise 
should be put out in the open. 

Like Bon Voyage Bazaar, Beckel's too, relies on a heavy 
word-of-mouth reputation and their ALDA Christmas 
catalogue, which is mailed to 75,000 customers. The 
catalogue is also used in the store, where a customer can 
browse through it while waiting for sales assistance. 

‘*Plg belongs in a luggage store,"’ observes Beckel. ‘It's a 
good means of attracting customers and letting them know 
you sell better quality merchandise.’’ Realizing the high sales 
potential in plg, Wissot insists that his lines be of top quality. 
“It's easy to have a $100 sale from 3-4 items in the plg line,”’ 
he adds. 

Beckel's offers service, wrapping, and gold stamping as 
incentives to customers. ‘‘Any man buying an attache case 
from us usually ends up buying a wallet too. While they're 
waiting to have their initials put on the case, they have time to 
browse, and usually decide that they can use another item,”’ 
observes Wissot. 


The salesperson is a vital factor in merchandising up. Once 
the customer has chosen a wallet, the salesperson at Beckel's 
will suggest other coordinating items. According to Wissot, 
matching plg accessories are easy to sell, if the salesperson 
approaches the customer in the right way. He suggests 
something like, ‘‘Is there anything else | can show you?"’ as a 
gentle way of stimulating interest in additional items. ‘‘The 
customer also has to be educated,’’ states Wissot. ‘‘It’s up to 
the salesperson, for instance, to show details such as turned 
edges if you're discussing expensive plg items.”’ 

The caliber of salesperson is of major concern, and Wissot 
feels that service and quality, rather than price, are the most 
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important factors in his store. ‘‘My customers aren't as price 
conscious as they are concerned about the service they are 
getting and the merchandise available,’’ concludes Wissot. 

Wissot also sees a distinct holiday buying trend. ‘‘In the 
early part of the holiday season, the customer is looking for 
ideas. Our philosophy is that when they come back, they can 
walk out with gifts for the whole family.’’ 


The Holiday Window 

The importance of window displays for holiday merchan- 
dise cannot be overlooked. Many retailers, depending on such 
displays to stimulate walk-in business, devote more window 
space to plg at Christmas time than at any other time of the 
year. B. Altman's reports that plg groups in their windows 
attract customers directly to the department, stimulating 
them to think of plg as holiday gifts. 

At Dinoffer, window displays are used to convey a quality 
image. Pigs are grouped, coordinating with other items such 
as luggage, umbrellas, and attache cases. The windows are 
elegant and uncluttered, with attractive mirrored and lucite 
stands adding emphasis to pig. 

Beckel’s believes that their windows should display 
matching plg sets in an eye-catching manner. The entire 
window display area, an extension of the store, uses the same 
gold-tone carpeting as the store's interior. Mark Wissot 
suggests a functional, as well as fashion approach to window 
displays, using them as a vehicle for demonstrating the 
practicality of merchandise shown. For example, Beckel's will 
display an item such as an eyeglass case, with sunglasses in 
it. 
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Leather Creations. tne! 
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Austrian Tapestry a r 
richly lustrous full grain 
glazed cowhide. Shown, 
“Trez Chique” Clutch, 
“2-Hi” Credit Card Case, 
“Cheque-Her” Clutch, 
6-Hook Key Case. Also 
available “2-Hi” 
Currency Clutch and 
Jumbo Eye Glass Case. 
Burgundy, Fern or 
Navy. 


Showroom: 2430 So. Hill 
St., Los Angeles, Calif. 
90007, (213) 746-3564 


Please request name of representative in your city. 
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HOLIDAY 
SEASON 


Spirits are high for little, elegant items. From top to bottom: Anne Klein designs 
the cosmetic clutch for St. Thomas. The facile closure bag of rustique cowhide trim 
and pin-striped corduroy is smart enough to double as a holiday clutch; fun fashions 
take on a creative touch at Purse Mate, where the hand-painted vinyl 
*“‘cosmetique’’ is lined in velveteen; an unusual stocking stuffer, the initial key 
chain is also a diagonally-zipper coin purse from RGA. 


A Natural High 


Spirits are high for pig sales 
during the approaching holiday 
season. Naturals for gift giving, 
this year’s items emphasize soft, yet 
clean good looks. There is a definite 
favoring of the all-in-one clutch organ- 
izer—compact and softly constructed. 
Slots for credit cards are appearing in 
nearly all plg items, from coin purses to 
check secretaries, while credit card 
organizers are selling well for both men 
and women. Cosmetic bags are also 
making a successful debut, coordinating 
with matching sets. 
Despite substantial increases in raw 
leather prices and growing controversy 


over imported goods, the pig market is 
healthy, with increased across-the- 
board sales anticipated through the 
holiday period. Higher retail prices 
have been accepted by the customer, 
whose major concern is quality, style 
and practicality. Of lesser importance to 
the fashion-conscious and_ signature- 
oriented woman is price, while styling 
and value are of utmost significance to 
the junior and budget market. 

Natural and earthy, the season’s 
best-selling colors are in the tan and 
rust family, with browns, burgundies 
and some navy following close behind. 
Best are soft naked leathers with light 
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glosses or finishes, natural leathers that 
are durable and ripen with age are 
important in casual lines. Suedes and 
suede-leather combinations continue to 
be winter staples, as does the ostrich- 
finish look. Suedelike fabrics and jac- 
quard in designer series are also being 
shown for winter. 

Smooth, unadorned leathers are sel- 
ling well, with occasional stitching and 
embossing. Basket weave leather conti- 
nues to be popular, while a subtle 
tie-dye or antiqued finish has gained 
widespread acceptance. Hardware and 
metal trims are understated or used 
sparingly, although there are murmurs 
that ornamentation will enjoy a resur- 
gence in the not-too-distant future. 

Concomitant with the emphasis on 
natural naked leathers, is this season's 
styling, where simplicity is a key 
element. Whether in the casual lines 
stressing durable, chunkier leathers 
and design, or the more tailored 
approaches featuring understated de- 
coration and trimming, the look and feel 
remains soft. 


A Matter of Identity 

The pig market is young, with a 17-35 
age group playing an important part. 
The plg customer is a woman on the go 
who carries credit cards, a checkbook, 
business cards and other forms of 
identification important to her personal 
and professional life. 


Best Sellers 

There's a pronounced trend toward 
the dual function clutch. As an organ- 
izer for money, credit cards, photos, 
checks and other personal items, the 
clutch holds all those hard-to-find items 
that get lost in handbags. For the 
sportive junior set, whose active life 
requires a minimum in handbag bulk, 
the clutch organizer holds just the 
essentials. 

At Westport, where casual Brazilian 
imports set new trends, the ‘‘Expan- 
der’’ is number one seller. An envelope- 
style clutch of smooth Sandalwood 
leather, the Expander contains three 
inside pockets, removable windows for 
credit cards, and outside change purse. 

The ‘'Slimvelope,'’ Baronet’s version 
of the envelope clutch, is another top 
seller. At $7 retail, the soft-constructed 
clutch is doing well in suede, with earth 
tones and rich colors predominating. 

Biggest pig item for Purse Mates by 
John Wind, is the ‘‘Whopper.’’ Living 
up to its Name, this all-in-one viny! 
clutch features removable coin purse 
and check Clutch, pen and pad, plus 
palcphione index. Sanford Leather Goods 
ec also reports that their polyure- 

ane, fabric-lined checkbook clutch, 


which retails for $4, is number one 
seller. 

At Enger Kress, the tailored French 
Checkretary, -including removable 
checkbook cover, credit card slots, 
multiple currency pockets and framed 
change purse, is the most important 
item. The Meeker Company reports that 
the double-framed checkbook clutch is 
their best seller, while at St. Thomas 
it's the triple-frame ‘‘Private Secre- 
tary’’ clutch purse, along with the 
French purse. 

Princess Gardner, too, reports that 
the French purse and checkbook secre- 
tary together represent about 45% of 
their plg sales. Here, the most popular 
series is ‘‘Boca Rattan,’’ a cane-look of 
woven nylon on slightly polished ‘‘Ca- 
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The mellow, soft checkbook clutch tucks into handbag or doubles as a compact purse. From 
upper right, clockwise: a new series from the Meeker Company, ‘‘Yucca Do,"’ features an 
antique-like finish in top grain cowhide with rear snap change purse; Westport’s Roulette 
Checkretary with contrasting decor stripes, is lined in suede; from Baronet, a hand painted 
effect on smooth embossed leather, with a slight gloss finish is lined in suede; the patch 


leather check clutch from RGA alternates deep, rich tones, with lighter earth shades. 


bana’’ cowhide. Selling particularly well 
in the Southwest are the more compact 
““Get-Away’’ secretary, a credit card 
organizer and the ‘‘Escort,’’ a small 
version of the French purse. 

Credit card organizers and check 
clutches account for 50% of women’s 
plg sales at RGA, while the ‘‘Attache”’ 
stack-up credit card case is the single 
most popular item for both men and 
women at Stratton of London. 


A Budget Bonanza 
What to put under that Christmas 
tree, stuff in a stocking, or offer around 


the Chanukah menorah is a major 
concern to pig customers from now til 
December. A number of attractive items 
in leather and synthetics are available 
for budget watchers, with retail price 
points from $1 to $7. 

Multiple-feature styles are increas- 
ingly important in today’s pig market. 
To fill this need Purse Mates by John 
Wind, has introduced a new style, ‘‘The 
Crunch.’’ Following the season’s trend 
toward natural clean looks with soft 
construction, the all leather ‘‘Crunch"’ 
is an expanded version of the checkbook 
clutch with removable vinyl credit card 
windows, zippered back pocket for 
change and even a compartment for 
cosmetics. 

At Sanford, the check secretary takes 
on a new, sporty look in baseball leather 
and suede with merrow stitching. 
Following the rtw trend toward soft 
tailored styling, Sanford is also offering 
a new series with a shirred effect, as 
well as cut-out patterns and some 
overlays. Smooth leather exteriors and 
suede linings are also popular at 


Sure to be a fast shelf mover, Sanford’s check wallet of suede with merrowed cowhide t 
The wallet, coordinating with matching shoulderbag, makes an easy-to-sell holiday gift 
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Sanford, where plg’s coordinate with 
matching handbags. 


The Casuals 

The Western look is holding its own, 
particularly in the junior market. It’s 
perfectly aligned with the over-all trend 
toward rugged earth tones and natural 
leathers. 

Westport reports that their ‘‘Gau- 
cho"’ clutch purse of embossed Sandal- 
wood leather in a western motif, is an 
important item in this category. Featur- 
ing an inside zippered compartment, 
makeup mirror and tuck-away wrist 
loop, the clutch is offered in rust, black, 
green, and white. 

Also going in for the Western look is 
Justin Leather Goods, where some 
stitching and occasional suede insets 
accent smooth, natural leathers. Here, 
the ‘‘Ladies Continental,’’ another 
checkbook secretary clutch containing 
outside zipper pocket and room for a 
cigarette lighter is a popular item. 

“Total leather,’’ where leather is 


used as a lining material is setting a 


trend at Baronet. Here, the ‘‘Big Sur"’ 
series—a soft checkbook construction, 
is number one entry in the western, 
handcrafted look. 


The Elegant Compacts 

While clutches continue to expand, 
adding more and more features, the 
tailored check secretaries and French 
purses are favoring a more compact, 
slender look. Soft construction is gain- 
ing ground, but the ever-popular frame 
items continue successful. 

Slim is the word in styling for plg 
evening wear. Stratton of London for 
example, is offering a wafer-thin, 
triple-fold billfold with added credit 
card pockets and outside change purse. 

Cosmetic bags are being added to 
more lines, especially in certain design- 
er collections. Framed cosmetic clutch- 
es are new at Princess Gardner, in both 
regular and Pierre Cardin lines, while 
Enger Kress’ soft leather bag is tucked 
into a wide, tortoise frame. 

Designer cosmetic bags that can 
double as purse clutches can be found at 


St. Thomas and Givenchy. Anne Klein 
has designed an elegant, facile closure 
bag of soft, velvet-looking corduroy and 
leather for St. Thomas. Givenchy, too, 
is offering a zippered, clutch-style 
cosmetic bag of soft leather with a 
looped wrist handle. 

Other new and compact holiday gift 
ideas include a soft construction pass- 
port case, with folded traveller's check 
cover from Princess Gardner, while St. 
Thomas’ 6¥2'' triple frame ‘‘Passport 
Trio’’ combines the features of a check 
secretary with two large pockets for 
currency and passport. 


Signature Series 

More and more designers are adding 
their names to plg collections. The 
signature customer looking for quality is 
often willing to spend more money for 
the styling and design of a respected 
name. 

At Princess Gardner, the Pierre 
Cardin line utilizes the signature motif 
as decoration in several ways—from 


understated hardware to jacquard. 
Anne Klein’s ‘‘VIP Secretary,’’ a super 
organizer with tab closure is proving to 
be especially popular for St. Thomas. 
Containing credit card slots, removable 
check register holder, note pad and pen, 
and ‘‘VIP’’ is available in suede and 
leather or quilted leather versions. 

Less than a year old, and selling 
extremely well, is Givenchy’s sophisti- 
cated line of handmade Spanish lea- 
thers. Embossed or in jacquard, the 
European-styled series stresses slim 
styling in basic classic designs. Particu- 
larly strong here is the ‘‘Continental 
Check Clutch,”’ with discrete hardware 
in the Givenchy motif, selling well in 
black and burgundy. 


A Man’s World 
According to Joseph Felkel, vice 
president at Meeker, the men’s plg 


market is witnessing a tremendous — 


growth in triple folds. There’s also a 
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Framed or unframed, tailored styles with 
simple, understated ornamentation are in 7 
clockwise from top: the Glovely Tortoise 
framed leather eyeglass case with contrast- 
ing print lining from Enger Kress; fashion 
stripes are inset for decoration on Princess 
Gardner's Voyager series. Shown here, the 
“‘Tri-Partite’’ French purse; compact version 
of the French purse from Baronet features 
woven leather inset on front panel. 

The French card master in Yecca, Enger 
Kress’ new, antiqued finish series features a 
border stitching effect on the tab; a Leve- 
bird motif embossed on the front tab adds a 
touch of elegance to Meeker Company's soft 
cowhide check clutch of the same name; 
center, St. Thomas’ clever version of the coin 
purse with attached key chain. 


growing trend toward flat, super-thin 
units in European (or soft) construction. 
Credit card slots are appearing in most 
items, and the total leather look with 
currency compartments lined in leather 
is catching on. Rust and naturals tend to 
be predominant colors. The man bag is 
also beginning to make inroads, particu- 
larly on the West Coast. 


The Sales Picture 

“The personal leathergoods market 
looks good for fall, and should exceed 
last year,’ observes Frank Gregory of 
Prince Gardner. This opinion is voiced 
by many wholesalers, who maintain that — 
sales to date are generally running — 
about 20% higher than the same 
last year. . 


in this survey agreed, however, that 
holiday sales account for roughly 60% 
of their total yearly volume. 

Despite continued caution by buyers 
in maintaining high inventories, whole- 
salers report that higher priced merch- 
E andise is in heavy demand. Stressing 
that orders are coming in ahead of last 
year at this time, Jim St. Thomas 
predicts possibly shortages around 
Christmas if buyers don’t place their 
orders early enough. 


_ Gift Sets 

Pre-packaged sets, traditional for gift 
giving, are important in stimulating 
increased holiday sales. Dorothy Schim- 
me! of FranStef, feels strongly that 
proper packaging is essential in plg 
sales. At FranStef, for instance, boxed 
sets with transparent covers tell the 
whole story. By viewing a picture of the 
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on the front is used as decoration. 


clutch from Baronet features sturdy good looks. 


item's interior on the box, the customer 
can visualize the entire article and 
unnecessary handling at the retail 
counter level is therefore avoided. Box 
sets are also significant for holiday at 
Baronet, RGA, and Sanford Leather 
Goods. 


A New High 

Pilg, once considered a stepchild by 
handbags and luggage buyers, is begin- 
ning to play a more important role. 
increased profits are reported wherever 
plg is shown as a related accessory in 
handbags departments. 

There is some difference among 
wholesalers as to whether plg should be 
shown coordinating with other items, or 
totally apart in its own section within an 
accessories department. ‘‘We believe 
that plg has to have a home in an 
accessories department. There should 


Natural, practical and stylish looks herald the holiday season. A 
unisex wrist-loop leather pouch that mellows with age (upper left), is 
offered by Cepelia Corporation; upper right, the zippered viny! man- 
bag takes on an antiqued finish, from Purse Mates by John Wind; 
center left, whether viewed from the front or back, Westport’s the 
Expander, stresses casual good looks and practicality. Quilt stitching 


Center right, new treatment for a standard item, the glass case takes 
on added importance in an embossed snowflake design with full zip- 
pered closure and small wrist loop, from Cepelia; bottom left, a new 
addition to the natural-looking carry-alls is The Crunch, a soft leather 
organizer from Purse Mate; bottom right, the ‘‘Slimvelope"’ envelope 


Ce: “A s pa! nd * ssi il ie ree 
i Aegean ee eee i ee aah oS | 


The simplicity of Givenchy in three series. Upper left, the foldover 
purse, a European adaptation of fine Spanish leather, discreetly dis- 
plays understated hardware in a Givenchy motif; upper right, the key 
case in jacquard, with leather trim; the Givenchy motif is seen as an 
embossed effect decorating the all leather cosmetic clutch, which 
features recessed zipper, and leather wrist loop. 


A creditable holiday idea, the credit card holders are 
stronger than ever. At FranStef, the Credit Card Master 
(upper left) contains twelve card slots; the French purse, 
shown boxed at right center, represents a multi-fabric look 
in vinyl; ultra-simple and compact, the leather Hokey is 
Enger Kress’ new series. 

Shown center right, is the French cardmaster in 
“‘chickenbone,"’ a new, light beige; the men’s credit card 
case, at lower left, takes on two-tone elegance at Dinoffer, 
where soft leather exterior contrasts with a finely-finished 
suede interior. 


Both casual and tailored plg give customers a wide variety 
of choice in holiday gift giving. Originally designed for 
men, Stratton’s cotton suedene bag (upper left) has been 
adapted as a smart ladies cosmetic bag; a popular item in 
Stratton’s mesh design series of suedene is the barrel- 
shaped coin purse at lower left, with leg frame providing 
maximum expansion when opened; quick on the draw, 
Justin's check clutch of cowhide with merrow suede trim, 
features a velcro closure; saddle stitchery westernizes the 
double-frame French purse from Justin, shown lower 
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be variety in style, color and construc- 
tion, and women should have easy 
access to look over the merchandise,”’ 
says Dorothy Schimmel. A specific area 
within the accessories department 
should be assigned to plg, and fixtures 
a should be in keeping with the decor of 
= the department itself, suggests Ms. 
Schimmel. 

At Baronet and Givenchy, plg is seen 
as a coordinated accessory to be 
displayed with handbags and other 
. items. Givenchy, in particular, stresses 
‘the importance of displaying plg in 
= conjunction with the designer’s total 
line, together with scarves, handbags 
and other accessories, making a total 
fashion statement. There is also a 

strong feeling here that quality merch- 
andise belongs in a case and not on the 

unter. 


oversy over “how best to display 
yntinues. During the holiday 
's estimated that gift pur- 
| esponeibe for over 75% 


item sells itself once the customer is 
able to touch the merchandise. 

“Women (who, incidentally, are re- 
sponsible for the majority of men's plg 
purchases) absolutely must have an 
opportunity to pick up merchandise,’’ 
maintains Baronet’s Irvin Wexler. 
Buyers have placed too much emphasis 
on pilferage at the expense of sales,”’ 
adds Joseph Felkel. Plg should be more 
accessible to the customer, and display- 
ing items in cases can discourage a 
potential sale. 

There is disagreement as to whether 
plg should be grouped according to 
color, style, or displayed as a series, 
with the designer lines stressing group- 
ing by series in a given color. 


The Sales Stimulators 

“‘Mass display units have been a 
boon to sales,'’ observes Frank Gre- 
gory. Plg manufacturers, acutely aware 
that proper display and merchandising 
is critical to sales, have developed a 
wide variety of fixtures and display 
units for retail stores. 

een 


display units for counters as well as a 
rotating display, while Prince Gardner 
offers a selection of displays, ranging 
from revolving key chain racks to a 
stand-up fixture that can house the 
company’s 38 series. 

Revolving trees, which display a large 
number of items and show a broad 
range of merchandise are important in 
the popular-priced market. The Meeker 
Company, however, reports some buyer 
resistance to their ‘‘revolving leather 
tree'’ in the better department stores, 
due to concern over shoplifting. 


Spring Forecasts 

A limited selection of spring items 
will be available for buyers wishing to 
include these looks as part of their 
holiday merchandise. Many wholesalers 
will have samples in early October, with 
limited Christmas deliveries. The natur- 
al and soft leather trend will continue, 
with the addition of bone, white and 
lighter greens. Embroidery on denim, 
and canvas will be the fabric news in the 
popular priced lines, while few changes 
will be forthcoming in the designer 
series, which remain relatively constant 
throughout the year. 
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Look, It’s New! 
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Kidsuede and king snake distinguish the ‘‘fantasia’’ collection by 
Carlo Fiori. Sophisticated bag with vertical snake stripes sports its 
own collection of accessories: redicule, continental wallet, and belt. 
Other accessories in the collection: eyeglass case, cigarette case, cos- 
metic case and key ring. Colorations are coordinated with Amalfi 
shoes. See the line at 385 Fifth Avenue, Suite 903. 
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Cosmetic jewelry from Diane Love. Earrings and rings contour and 
color in shades like Aqua Violet, Mauve Gold and Terracotta Blue. 
Made of matte-finished metal, earrings are marked right and left and 
rings are sculptured to the shape of the finger. At Coro, 47 West 34th 
Street. 


Waffled jute in brown and creme tones teams up with poly for a strik- 

ing story. Short-shouldered totes are all lined and sport top zippers. 

Poly trim and handles are In light brown. $78/ dozen, at Mister 
1 Ernest Handbags. 40 East 32nd St. 


Metal that moves—from Michael Moraux. Metal cylinders slip up 
4.) and down the velvet collar; a striking half moon collar with hanging 
tab may be worn as a collar or long pendant; and ‘‘piecrust'’ brace- 
lets are matched with their own collar. Bold yet graceful designs. See 
the line at Colony Designs, 385 Fifth Avenue. 


Leather stripes add textural interest to suede. Classic front flap clutch 
a and short-shoulder modified hobo both display clean tailored lines. 
Eric for Holiner, at 347 Fifth Avenue. 
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Awning stripes gives this duffle extensive coverage. 
Perfect for country week-ends or city schlepping. In 
16, 24 and 32''. Designed by Dennis Kyte for Star- 
buck. Contact Mr. Surnow at 3109 Sacramento 
Street, San Francisco, 94115, or Ben Lipson, Mon- 
santo, NYC. 


(continued) 


Convertible clutches—petite black poly- 
urethane clutch has detachable linguini 
shoulderstrap. Poly east/west clutch in bone 
with tortoise bar is equipped with a converti- 
ble chain. At Mardane Handbags, 34-36 
West 32nd Street 


Look, It’s New! (continued) 


A series of satchels—all in vinyl—all imported from Korea. Left to right—double 
gusset satchel with top-stitching on the bias, top and back zipper ($9.50); double 
front pockets and back compartment are a functional and fashionable addition to 
center bag; ($10.50) and criss-cross top stitching adds flair to double handle tote 
($9.50). At Tanito Ltd., 21 East 33rd Street 
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fop-stitching on the bias adds interest to tailored leather clutch with 
top zipper and front pocket and envelope shoulderbag with front 
pouch. Both bags are lined. From Importa Ltd., 10 West 33rd Street. 
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Heavy woven cane distinquishes this collection of Italian-made bags. A sampling of 
the collection includes a short handle tote, cosmetic bag, shoulderbag and attache 


All bags are trimmed with leather, lined with suedette and available in suede and 
calf solids. At GiGi Handbags, 330 Fifth Avenue. 


(continued) 
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WONDER SCARF 
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for all gift-giving Occasions 
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especially for you 
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Look, It’s NEW! continues) 
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Fall flowers on a tapestry-like background will brighten up any damp Accesso-O-Card with a scarf inside — great idea for the holidays. The 


October day. Wooden handle, tips and ferrule contribute to the unit carries sixteen different greeting cards, all boxed with either a 
autumn feeling. At Just Howard, 491 Seventh Avenue. solid or patterned 21’’ polyester scarf. One stop shopping for $5 each 


(retail). At Accessory Street, 396 Fifth Avenue. 


BEN GOODMAN IS NOW SHOWING A HOLIDAY GROUPING 
OF SCARFS, SHAWLS, AND OTHER ACCESSORIES. 


ben goodman & son co., inc 


13 West 37th Street, NYC 10018 (212)' 391-8061 
Atlanta: (404) 688-9540: Chicago: (312) 332-1560: Los Angeles: (213) 389-4096: Charlotte: (704) 333-5093 
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(Another Good Idea 


Together Suspenders) 
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Pyramid Handbags BOSTON SOUTHEAST 
(Children) Sidney Becker Joe Capell 
(212) 924-0153 (617) 426-3455 (404) 393-2830 


DENVER, Etcetera, Cathy Ryland, (303) 623-6859 


TOGETHER CRAFTS, INC. 
601 West 26th St, New York, N.Y. 10001 + (212) 242-6343 


Accessories 
Before 
The Fact 


by Leonard G. Rubin 


Mr. Rubin, a faculty member at FIT, has 
recently published a book, 
“*World of Fashion.”’ (Harper & Row) 


If accessories merchandisers want to be successful, a close 
watch on the details of fashion trends and a quick reaction to 
rtw developments are a must. 

Retailers and accessory manufacturers want day-in, day- 
out, year-in, year-out volume and it is only through close 
attention to fashion trends in detail that this can be achieved. 

Most accessory manufacturers are aware of general fashion 
trends, but this isn’t sufficient. For example, in analyzing the 
recent ‘‘western and frontier’’ look, it takes an astute eye to 
see where the excitement is. It's not just any western look, 
it's a particular western look—the basic, rugged appeal of 
natural leather and the ‘‘Frye’’ boot. 

If you made a western bag or belt in various shades of 
brown leather, it might be a good seller. If you made rawhide 
looks in belts and bags in the ‘‘orangy’’ Frye color, with 
attention to Frye detailing, you would be much more likely to 
have a big volume seller this fall. 

If you are a scarf manufacturer or importer, have you added 
western scarves to your line in polyester or even silk? If not, 
you're missing the boat. 

Headwear will gather new momentum. Hats have been a 
limited item in the past few years but they are due for a come- 
back—the fedora to complement menswear looks, wider 
brims for western themes, and head-wraps and turbans for 
the peasant and Russian looks. Hoods of all kinds should be 
popular, hood-scarves and babushka looks are also important. 
And look for scarves of all kinds, often with bright border 
prints and fringes and tassels everywhere, mostly long and 
longer. 

The western-frontier theme suggests related ideas. More, 
but different Indian jewelry—offering a change from the 
silver and turquoise looks—and accessories such as wampum 
beads, belts and bracelets should be popular as Indian head- 
bands. And watch feathers, wherever and whenever they can 
be used—in jewelry, headwear, neckwear and yes—bags. 

And for an entirely different theme that will sweep the 
fashion world—Russian! The impact of Yves St. Laurent’s 
recent collection for fall ‘76 will touch off a tremendous 
Russian and middie European influence—the romantic 
Russia of the Tzars, War And Peace, the Ballet Russe and 
Cossacks! 


These inspired Russia-of-yore accessory looks will be in de- 
mand. This means velvets, brocades and boots in all colors, 
often with lavish decorations—boots and accessories that 
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might be worn at the courts of St. Petersburg or Moscova by 
the glittering Russian nobility. burlington 
The bags to swing with this look are soft suedes with Se 


decorations, soft cloth bags in colorful heavy fabrics with $ 


drawstring tops, embroidered pouches with tassels and & 
fringe, and bags with glittering fake jewels to match colorful 
boots. 


As for belts—the wide, wide cinch for full dresses and 

skirts. Many will have interesting front ties and glittering 

buckles or closings, adorned with embroidery or decorated ° 
“) with fake jewels. In the old days of Russia there was much Fashions for the 
‘ handcrafting and handwork and every effort should be made 

to endow all the accessories of romantic Russia with the season. 

craftsman’s touch. 

Putting it all together, what should accessories do? 


1. Help the wearer capture the excitement of fashion trends. A fresh, crisp, col lection 
Why? As prices increase for apparel, accessories provide the . 
solution. of underarm bags in ele- 
2. Accessories should accent a trend or trends by picking up 1 
important details which will update a basic outfit. This is gant patent material that 
where attention to detail is important—not any looks but the reflect the look of the 
looks. * . 
3. Accessory manufacturers and retailers should realize that season. Available in popu- 
Price is often secondary. The right look will sell far better than . . ; 
the wrong look at a bargain price. It is less expensive to pay lar colors including gold 
$15 or $20 to give a $125 dress or $185 suit an ‘‘up-dating,"’ and SI Iver. Stlyes with 
than buying a new garment. 5 
4. Retailers must learn to put it all together, taking the vari- snap closures or Facile : 
ous accessories from different markets and resources and ni ; 
showing their customers the effect of the total look. Even the frames are aval lable. y 
right accessories, poorly displayed or put together with the Multi stitching adorns 
wrong emphasis, won't sell well. Retailers and manufac- }: 
turers should think in terms of dramatic ideas—today, the some of the styles adding 4 
accessory business is show business! . . re , akan 4 
Success in any field is no accident. Accessory firms who a chic fashionable look. © ore Soe 
consistently turn in good volume and profit reports have alert See them all at the : ; es 


designers with fine fashion sensibilities and creativity. They 
pick up on trends quickly but don't copy—they make their 
Own translations of new fashion themes. They learn how to 
read the future trend picture and relate it to their customer. 

4) Today, the successful accessory manufacturers and re- 
tailers must be more alert than ever before because fashion 
Moves quickly, helped by instant world communication. The 
entire accessory business must become ‘‘accessories before 
the fact!"’ 
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VISIT THE 
VIII FAIR IBERPI 


and Related Industries. 


On this occasion we offer you: book-bindings, articles for travel, gloves, belts, 
more than 400 collections distributed over two entire watch straps, umbrellas and attache cases. 
pavilions with the latest in leather art and leather @ Tanned leather. Special plastic materials. Accessories. 
fashion. Metal work and all complementary articles for the 
Pavilion X (Glass Pavilion), floors I, 1] and II] above products. Machinery. 
@ Ladies’and gentlemen’s handbags in all types of Pavilion XI (“LA PIPA”’): 
leather, imitation, plastic, straw and textiles, @ Confection of clothing in furs, skins and leather. 
@ Fancy leather goods of all kinds, including cases, @ Tunning in the confection of clothing in furs, skins 
gifts, and decorative articles made of leather, and leather. 


IBERPIEL From 12 to 16 January 1.977 Ms 
At the Pavilion X (Glass Pavilion) and the Pavilion XI (“LA PIPA”) of the Feria Internacional del Campo (Casa de Campo). 
For more detailed information contact: IBERPIEL 
Avda. José Antonio, 32-59°- Madrid-13 (Spain) Telex: 42252 IVSA E 
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the practical purse in 
quality leather ... yet 
not expensive 


™. 
—_ . 
> 


the Gaucho 


#62229 


Designed by Westport for 
convenience ... interior 
zippered compartment, change 
pocket, makeup mirror and 
tuck away wrist loop. 

Created for appeal . . . richly crafted in seven 
colors of embossed Sandalwood leather. 


; westport corporation 
New York Showroom 10 West 33rd Street, Suite 1101 
212-594-5828 
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CARPETBAGS 
OF AMERICA 


Season after season 


We're the hottest resource 


For your key customer. . . 


The woman with 


The young attitude. 


Keep up the momentum 


. .. See us for spring. 


Opening Sept. 13 


1501 S. Main St., L.A. Calif. 90014 ¢ (213) 746-5920 
NY Showroom: 330 Fifth Ave., Suite 301 ¢ (212) 736-6707 


COMING IN OCTOBER 
e@Scarves And Shawls 


®The Volume Merchandiser: Display And 
Presentation Of Handbags And Accessories 


@Reader Service Card: A Chance For Adverti 
sers To Get First-Hand Responses From Our 
Retail Readers - - and for Retailers To Get 
Pre-Market Information On New Resources 


eTravel Bags -- A Booming Business 


COMING IN NOVEMBER 


@Early Spring Market Issue: Report On Hand 
bags, Jewelry And Belts 


e@Better Jewelry Departments -- The Latest 
Concept In Fashion Jewelry Merchandising 


SINCE 
1934 


MANUFACTURING COMPANY 


ELWIN translates 

Fashion Accessories 
for Spring 1976 

into a romantic and 

feminine fantasy 

soft, gentle, graceful 

an entirely new look! 


FOR HOLIDAY... 
see our Tops, Shawls, 
Neck Scarfs, Head Scarfs 
and a new collection 
of Sublistatic Scarfs. 


MERCHANDISE 
FOR IMMEDIATE 
| DELIVERY! 


LOS ANGELES — CAL MART / SUITE A1098 / (213) 626-9163 
NEW YORK — MURRAY HELD / 3665TH AVE. NO. 516 / (212) 69552947 


frey Loweence 


ASSOCIATES 
MR. EMPEROR 


Scarves, Knit Sets, Shawls 


CASSANDRA 
Handpainted Costume Jewelry 


NEW DIRECTIONS 
Fashion Costume Jewelry 


LAWRENCE BENTLEY 
Handbags, Jewelry, Belts 


FOREIGN FLAIR 
Costume Jewelry 


J.F. DESIGNS 
Costume Jewelry 


NEW THINGS BY CASSIDY 
Fashion Jewelry 


ALIS 
Hats, Fur Hats, Jackets, Coats 


389 Sth Ave. NYC 10016 (212) 532-9340 
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If YOUR customers are the 

» ACCeESSOTrIeS buyers, 
alm your advertising message 
right to the bullseye... 


FASHION __y. 
Acessories 


MAGAZINE 


» Fashion Accessories Magazine* 
is right on target! 


*rormerly Handbags & Accessories 
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Elegance 
in 
Plexiglass 


Smartly styled in smart 
colors... Clear, Mother 
of Pearl, Tortoise, 
Black, Smoke, with 
silver or gold chains. To 
retail from $25. to $35 
each. 


CR (| (N LLL Also featuring a wide selection of beaded and resort bags. 
OUEDIBY ELL 14 EAST 32nd ST. New York, N.Y. 10016 212-532-8237 


| = =e, ENGLER KRESS Presents 
The GLOVELY 
TORTOISE 
COLLECTION 


A super series of collectibles with tortoise 

frames in Glovely soft top grain cowhide, 

lined beautifully, for your accessory 

department. The assortment includes 

6 poze pieces in rust, navy, beige, fudge. 

RETAIL $483 

cost $216 (inc. display) 

MARK UP 55.3% 


" 
i 


Coin 
Purse 


Eyeglass Case 
120 MM Cigarette Case 


~ 7” Clutch Bag 


151 Wisconsin St., West Bend, Wis. 53095 414/334-3455 
347 Fifth Ave.. New York, N.Y. 10016 212/685-4635 ENGER KRESS 
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Head Dressing 


{continued from page 36) 


swat cap, sporting that vital visor, are 
hot sellers. 

Whether subtly stated or prominent, 
visors are important, especially in 
winter cottons, corduroys, brushed 
wools and synthetics. Currently the 
rage in Europe, the English cap (or 
“‘newsboy’’ look) is another vizor 
version, with billowing 
mushroom-shaped crown. 

Popular, too, is the Irish country hat 
in tweed or loden, for both men and 
women. It’s the hat former U.N. 
Ambassador Daniel Moynihan was 
known for. High crowned, with narrow 
brim, the hat effectively accents casual 
styles, and can be shaped numerous 
ways by giving a slight tuck here or 
there at the top of the crown. 


Knit Knacks 

Knits in basic shapes—cloche, cuff, 
cap, and beret—are reported selling 
better than ever. At Betmar, for 
instance, where popular-priced acrylic 
coordinates represent 50% of gross 
sales, Bernard Grossman cites a 40% 
increase in knit sales over last year. 
Largely responsible for this impressive 
growth is an increasing tendency 
toward ensemble dressing, where the 
basic hat is seen as a coordinated 
accessory, combining with scarf and 
turtleneck sweater, knit T-shirt or 
cardigan, to create a complete active 
sportswear picture. Prints, bold and 
brightly-colored stripes, or solids of 
rust, burgundy and rich, dark greens 
are the favorite colors in knit 
ensembles. 

Traditional knit scarf and cap 
ensembles have been expanded to 
include fashion combinations such as 
caps with coordinated body bags, 
triangular scarves, dickeys, tunics and 
cowl collars. Stimulating 
over-the-counter holiday sales will be 
packaged knit sets. 

As part of the ensemble trend, small, 
rectangular, knit body bags extending 
from long, slender knit straps are slung 
around the neck, or over the shoulder, 
replacing the traditional handbag. Knit 
cowl collars that slip over the head and 
tuck into coats, or thickly-knit turtleneck 
dickeys are also offered as alternatives 
to the standard knit scarf or muffler. 
Whatever the combination, hat 
ensembles are seen as sleek, 
uncluttered accessories, 
complementing this year’s tallored look 


Lin rtw. 


(continued) 


ONE OF THE WORLD’S IMPORTANT 
SUPPLIERS OF BAGS & BILLFOLDS 


ae 


Showrooms 


NEW YORK: 330 5th Av., 10 W. 33rd St., 112 W. 34th St. (Miss McDuff) 
DALLAS: 2300 Stemmons Freeway, Dallas, Texas 75207 
LOS ANGELES: California Mart, 110 E. 9th St., Los Angeles, CA 90015 
SAN FRANCISCO: 760 Market St., San Francisco, CA 94101 
DENVER: Denver Merchandise Mart, Suite 3370, 451 E. 58th St. Denver, CO 80216 
TORONTO: Sirco Intern‘!| Canada Ltd., 1321 Blundell Rd-, Mississauga, Ontario, Can. 
MONTREAL: Sirco Intern’! Canada Ltd., Mart A, 38 Amos St., 
Place Bonaventure, Montreal, Canada 
jLONDON: Sirco Leatherwares, N. Circular Rd., Finchley, London N. 12, England 


WRITE FOR OUR CATALOGUE: 
Sumner Grant, 700 So. Fulton Ave., Mt. Vernon, NY 10550 
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FOR ALL YOUR HANDBAG NEEDS 


40 EAST 32nd STREET - NEW YORK N.Y. 10016 
TELEPHONE (212) 679-4150 
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10,000 


20,000 


DON’T 


BE IMPRESSED BY LARGE CIRCULATION NUMBERS. 
irs WHO reaps YOUR ADVERTISING MESSAGE, 


not yust HOW MANY 


30,000 


THE PEOPLE YOU WANT TO REACH ARE THE PEOPLE 
WITH BUYING POWER: RETAILING EXECUTIVES, 
MERCHANDISE MANAGERS AND BUYERS. 


FASHION ACCESSORIES MAGAZINE PUTS YOU IN 


TOUCH WITH ONLY THE RIGHT PEOPLE 


@ 56% OF OUR RETAIL READERS ARE GENERAL 
AND DIVISIONAL MERCHANDISE MANAGERS AND 
BUYERS FROM Specialty Stores 


@ 39% are Department Stores 
MERCHANDISE MANAGERS AND BUYERS 


'E OF PRECIOUS ADVERTISING DOLLARS. 


Ais: 


(continued) 


The Head Huggers 

Tight fitting, smooth and snug, best 
describe the best selling fashion knits. 
Head-hugging ‘‘beanie’’ caps follow a 
new color trend to winter white, while 
the basic cloche, cuff, and cap are 
selling well in black, rust, rich wine, 
burgundy, and spinach green. Wool 
wrap caps which can be wrapped 
around the head in a variety of ways, 
and a wide array of cap wrapping 
accessories, such as roped strands, 
offer the customer the ultimate in 
creative head dressing. 


The Layered Look 
Layered dressing is strong this year, 
culminating in this season's big 
news—the hood. Hoods under hats, and 
hats under the hood of a favorite winter 
coat are guaranteed to keep customers 
warm and business booming. Anything 
goes, according to Madcaps’ Janet 
Sloan, who maintains that caps don’t 
have to fit categories. ‘‘If it feels right, 
do it,’’ is her advice. A variety of hoods, 
including aviators and the sleeve 
hood—a multi-colored striped tube that, 
when pulled over the head, fits snugly 
to cover head, chin and neck, are new : 
offerings. For topping—a 6 
neutral-colored cloche, beret or maybea 
cuff—mixing and matching for any 
number of looks. 


Designer Caps 

Buyers following the couture 
ready-to-wear collections can find 
designer adaptations at Commodore, 
Madcaps, and Magda K. Halston’s 
ultra-suede fedoras and an innovative 
““sweater’’ hat in brushed wool camel 
are at Commodore. Givenchy, Michel 
Goma, and St. Laurent Rive Gauche are 
names to look for at Madcaps. 

Particularly popular at the Paris 
showings, St. Laurent’s version of the 
Arab boy cap, complete with rich, thick 
tassel. 

At Magda K, the Jean Bettancourt | 
collection is a cosmopolitan version of 
ethnic modifications: the stylized 
Peruvian cap, Arab tassle, and bright 
wool Cossack caps. 


Happy Holidays 

This year, the daytime look is 
definitely out at night when 
head-hugging turbans in sequins and 
metallic knits make their splash. Lurex 


Dover Handbag Co., Inc. 


cap is always sleek and close to the 
head. 


The Hat Customer: Excitement and 
Comfort 

Today's hat customer looks for 
excitement, sophistication, and clean, 
classic lines, combined with comfort 
and practicality. ‘‘She’s the youngest 
person coming into the store,’’ is the 
way Al Holman, Commodore's vice 
president, describes her. Lewis Loomis 
of L.M.1. Sales Corporation cites the 
25-38 age group as the most important 
market for caps. But it’s a broad 
market, with the more mature customer 
also going in for youthful hat looks. 
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Going Places 

Hats have come a long way from the 
days when women wore them for dress, 
for the white-gloved proper lady look. 
Because they have become fun fashion 
and impulse items, hats are popping up 
in more and more accessories 
departments and rtw areas. No longer 
confined to first floor counters or 
millinery departments, hats area 
fashion accessory, to be displayed as an 
important element of a total look. 


10 West 33rd Street 


Telephone: (212) 563-7055 


ee. 


“Fit 


United Way fone 


Queen" 
Thanks to ( : | 4 
: it works oo MYM CSS : | 


330 FIFTH AVE * NYC 10001 
FOR ALL OF US cee 
Ad| 
u 


Advertising contributed for the public good 
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RABBIT HOOD 


Geoffrey Beene’s woolen 
rabbit hood, as soft asa 
whisper in light gray, 
camel, plum and dark 
brown is tubular in shape. 
Light and delicate the 
tube may be wornasa 


hood or arranged in soft 
folds as acowl. At $10 cost. 


PHAZES | 
JEWELRY,INC. © 


Fine Hand Crafted Sterling 
For Every Phase of Your 


2 
i 
Jewelry Needs : 
CASTED RINGS, f 
H 


PENDANTS, EARRINGS, 
HAMMERED PENDANTS, 
EARRINGS, CUFFS 

BASIC CHAINS AND z 


EARRINGS, GOLD-FILLED 
AND FOURTEEN CARAT, 
AS WELL AS STERLING 


> 
; 


pcietedieemiieed 


390 5th Avenue, N.Y., N.Y. 10018 
Room 701A (212) 564-8740 
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e BAG - STOP 
Now Your Handbag or Tote 
can stop slipping! 


# GREAT ~ HANDBAG ~ NOTION ~ LUGGAGE 
or SUNDRY DEPT, ITEM 


© 1M 12 MODERN COLORS 
© TWO SELF STICKING WIDTHS: 
#40 PCS. PER DISPLAY CARD 
© SUGGESTED RETAIL: $125 ea 
00 pe DISPLAY CARD 


$50 
© WHOLESALE COST. $50 ca! 
$20.00 per DISPLAY CARD 


© TERMS: WET 30 ~ F.0.B. OCEANSIDE N.Y. ANOTHER QUALITY PROOUCT FROM 
T. H.INTERNATIONAL 
P.0. BOX 153 
OCEANSIDE, N.Y. 11572 
(516) 536-0110 
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What fashion trade magazine has tripled its 


circulation in the last three years 2 


What magazine has doubled its advertising pages in the last year 2 


What magazine gives fashion trends, new resources, new designs 


business news AND retail merchandising stories 2 


What magazine do buyers and dmms pass around to every one 


and then take home to read 2 


What is the ONLY magazine in the fashion industry devoted to 


Ae: 


fashion accessories exclusively 


Of course it's 


FASHION 
: ccessories 
‘S 


MAGAZINE 
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JULIUS 
RESNICK 


presents 


[gan 


in 
handbags 
at 

volume 
prices... 


New York 
Montreal 


JULIUS RESNJCK 
724—- 


46 E. 32nd Street, New York 10016 
(212) 889.0340 


News & Notes 


RETAIL EXECUTIVE CHANGES 


ALABAMA 

Birmingham. Nancy Haskins was 
named buyer of fashion accessories, 
hosiery and slippers at the Parisian. Al 
Del Panta continues as buyer of hand- 
bags, personal leathergoods and 
jewelry. 


CALIFORNIA 

Los Angeles. Maureen Nassif, div. 
mdse. mgr. of intimate apparel for 
Robinson's, will add accessories. Nancy 
Myers, who will relinquish the acces- 
sories, will concentrate on the merchan- 
dising of the expanded moderate sports- 
wear division. 


Oakland. In a realignment of merchan- 
dising responsibilities at Liberty House, 
Joel Cahn was named div. mdse. mgr 
of fashion accessories and junior ap- 
parel. 

Marilyn Voreis was named buyer of 
handbags and personal leather goods, 
succeeding Joan Mottler, resigned. 


FLORIDA 

Tampa. Kay Lee Whitney has been 
named buyer of budget store missy and 
junior sportswear, hosiery and acces- 
sories for Maas Bros. She succeeds Al 
Rappoli, who moved to the upstairs 
store men's division as buyer for the 
Trendsetter Shop, replacing Lawrence 
Macrae. 


MICHIGAN 

Detroit. Patricia Dunn was named buyer 
of girls accessories and underwear at 
Federal’s, succeeding Robert Goud- 
smit, who resigned. 


MINNESOTA 

St. Paul. Margaret Mikotoski was 
named buyer of cosmetics, perfumes 
and hosiery at. Field-Schlick. Patti Col- 
lins, buyer of jewelry, handbags and 
fashion accessories has added gloves. In 
their new duties, both succeed Janice 
Gaines, resigned. 


NEW YORK 

Buffalo. Samuel F. Stone has resigned 
as v.p. and div. mdse. mgr. of fashion 
accessories, intimate apparel, moderate 
sportswear and gift gallery for L. L 
Berger 

New York City. Ellen Wallis has joined 
Bond Stores, Inc., as buyer of lingerie 
robes and fashion accessories. She 
succeeds Ariene Monachelli, promoted 
to regional ladies merchandising super 
visor. 


New York City. Donald Magee, former 
div. mdse. mgr. of accessories for Gold- 
smith's, Memphis, has joined Plymouth 
Shops as div. mdse. mgr. of accessories 
and intimate apparel, a new post 


New York City. Fortune Elliott, fashion 
accessories buyer for the McGreevey, 
Werring & Howell buying office, has 
added hosiery and gloves. Vicki Moran, 
buyer of jewelry and designer lounge- 
wear, has added cosmetics. In their new 
duties, they succeed Nat Goldstein, 
resigned. 


New York City. Estelle Tauber, buyer of 
better millinery, wigs and junior acces- 
sories for Gimbels New York, has added 
fashion jewelry, succeeding Carol Gor- 
so, resigned. Mack Goldstein continues 
as buyer of costume jewelry and 
watches. Candace Amesbury was pro- 
moted to buyer of girls underwear and 
accessories, succeeding Roberta 
Woodard, resigned. 


Rochester. Norman J. Aroesty, former 
div. mdse. mgr. of rtw for Sibley, Lind- 
say & Curr Co., has been named v.p. 
and gen. mdse. mgr. of rtw, intimate 
apparel and accessories. He succeeds 
E. Doyle Robison, resigned. 


OHIO 

Cincinnati. Merchandising duties have 
been realigned at H. & S. Pogue Co., 
following the resignation of Earl Silvers, 
div. mdse. mgr. of accessories and 
mens wear. Robert LaShelle is now div. 
mdse. mgr. of childrens wear, intimate 
apparel, handbags, small leathergoods, 
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costume jewelry, fashion accessories, 
hosiery and gloves. 


PENNSYLVANIA 
Philadelphia. Natalie Weintraub, 
former div. mdse. mgr. of sportswear 
and junior dresses for Strawbridge & 
Clothier, has been promoted to v.p. and 
gen. mdse. mgr. of womens, misses and 
junior rtw, sportswear and accessories. 
Steven L. Strawbridge, a former 
branch store merchandiser, has been 
named div. mdse. mgr. of mens cloth- 
ing, dress furnishings and accessories. 


KADIN BAGS IT... for your young market 


TEXAS ; KADIN HANDBAGS, 20 West 33rd Street, New York, N.Y. 10001 
Houston. Timothy J. Thompson now 


(i) buys fine jewelry for Foley’s, replacing 
Jack Ward, resigned; and Deborah 
Crockett now buys personal leather- 
goods and rainwear, succeeding Roark 
St. Romain, resigned. © 


WISCONSIN ae 
Green Bay. Dennis Pavlik, former 4 uper 
assistant buyer of linens and domestics SE } 

St \ les eee 


for the Prang-Way budget division of H. 
C. Prange Co., was promoted to buyer 
of boys and prep wear. He succeeds 
Don Meuller, who is now buying hand- 
bags, jewelry and accessories for ‘this 
Prang-Way division. 


4 Rt . .. THAT SHINE 
MANUFACTURERS ‘ ; ~ FQ. FOR HOLIDAY IN 
; R BLACK AND 
California Accessories Guild president eed ; IVORY. SEE OUR 
Sam Benun (California Things, Inc.) has LY Re \ “ie COMPLETE 
confirmed the weeks of September 13 NE aneen” — ae COLLECTION, 
and 20 as the opening dates for Advance a is SENSIBLY 
Spring lines. The new dates replace the ; 3 ‘S _ PRICED. AT 
prior selection dates in October. : : aia Y sa 
We are continuing our policy of 5 3 BROTHERS 


opening in advance of past years in et . SHOWROOM 
order to give retailers the advantage of ee : oe 
earlier deliveries and the benefits of re- 


order business on best-sellers,’’ Benun g Renee 

stated In making known the September iy Hey P 

dates. vf yes it : 
) George Meissner, president of Mespo “ / } i) BROTHERS 


Umbrella Co., announced that the fi 
has been acquired by Knirps firiees NEW YORK SHOWROOM - 10 EAST 33RD ST. - NEW YORK, NEW YORK 10001 
MIAMI SHOWROOM «+ 1950 WEST 8TH AVENUE + HIALEAH. FLORIDA 33010 


(continued) Other showrooms in Dallas and Los Angeles 
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News & Notes 


(continued) 


national. Mespo will continue to manu- 
facture their line of fashion umbrellas 
and accessories under the Mespo label 
at its showroom and factory head- 
quarters located at 22 West 32nd St., 
New York. Meissner also noted that 
while Mespo is now a Knirps Company, 
Knirps merchandise will still be dis- 
tributed by New York Umbrella, Liber- 
ty, Shaw Creations and D. Klein. 


Coro has introduced ‘‘That’s Me,"’ a 


FOR HANDBAGS 
AND LEATHER 


BELTS 


designed by 


ANNE 
KLEIN 


The NEW ANNE KLEIN & CALDERON collec- 


new popular-priced jewelry line person- 
alized to order. All items retail for $5 to 
$10 and are made at the factory within 
seven days of receipt of order. The cost 
to the retailer is $25 for the clear, acrylic 
counter display, measuring 15"' x 15"', 
complete with 18 personalized items. 
Each of the initials and names have a 
three-dimensional look and may be 
worn alone or as ensembles. 


Ruth Stone has opened a new showroom 
at 330 Fifth Avenue. She will be repping 
the following lines: Tuff Bags, Victoria 
Handbags and Comexcol. Ms. Stone 
was formerly with Teek-Orr Inc. 


; 


Aw 


IT’S CALDERON 


tions of belts and handbags are now being shown 
at our New York Showroom and thru our Sales 


Representatives. 


Appointments are suggested. 


Clow BELTS & BAGS, INC. 
389 Fifth Ave. @ N.Y.C.10016 @ (212) MU 4-0253 


CHICAGO: Bernard & Associates * Suite 580 * The Apparel Center 
Style Exhibition Center * 350 North Orleans Street ° (312) 467-4226 
DALLAS: Harry Weiss* 1068 Apparel Mart + (214) ME 1-0684 
LOS ANGELES: Dick Sheppard + 110 E. 9th St. (A1073)* (213) MA 3-2527 
SAN FRANCISCO: Don Bentley+ 821 Market St. * (415) EX 2-3736 
KANSAS CITY: Aji Wasser* 250 Richards Rd. + (816) 842-0656 
ATLANTA: Adrian Monk * Merchandise Mart (7-G-3) « (404) 688-7131 


ins. 


NEW ENGLAND, NEW YORK, MIDDLE ATLANTIC STATES: Gabriel Pecci 
FLORIDA: Jack Hottel 


The Pocketbook & Novelty Workers’ 
Union, New York Local 1, _ articipated 
in the ‘‘Festival Of American Folklife’’ 
on the mall in Washington. The event, 
held from July 14 to July 28, was spon- 
sored by the Smithsonian Institute and 


the National Park Service 


Nathan Katz, manager of the union, 
Dominic DiPaola, assistant manager 
and Irving Zeichner, secretary-treas- 
urer set up the exhibit with the aid of 
Lou Nathan, an instructor in handbag 
design and patternmaking at FIT. 

Under their direction, a group of 10 
workers from various factories demon- 
strated the latest methods of manufac- 
turing American-made handbags. 

The machinery used at the exhibit 
was loaned to the group by FIT and the 
materials and equipment for the demon- 
stration were donated by various do- 
mestic member manufacturers of the 
National Handbag Association 


An auction, featuring valuable heir- 
looms and fine jewelry, all of which will 
be donated by private individuals, 
jewelers and dealers, will be held at the 
Sotheby Parke Bernet Galleries, 980 
Madison Av., on November 17 and at 
PB-84 auction gallery, a subsidiary of 
Parke Bernet, 171 East 84th St., on 
December 15. The proceeds of the auc- 
tion will go to the United Jewish Ap- 
peal-Federation of Jewish Philanthro- 
pies Joint Campaign. Chairpersons of 
the event are Leon Farber, president of 
Famor, Inc., and Gerry Gewirtz, editor 
of National Jeweler Annual Fashion 
Guide. 


Fingerhut Corporation has announced 
the appointment of Howard Goldberg as 
v.p. and senior merchandising execu- 
tive. The announcement was made by 
Theodore Deikel, president of Finger- 
hut, a large direct mail marketing 
company which sells a variety of consu- 
mer products including home furnish- 
ings, apparel and recreation and travel 
items. 

Mr. Goldberg is the former president 
and chief operating officer of Ohr- 
bach's. 


California Things has announced the 
promotion of Ken Bernard to v.p./ 
merchandising director. Bernard, for- 
merly sales coordinator, will be respon- 
sible for coordinating the functions and 
activities between the design, sales and 
production departments and will serve 
as liaison between Valerie Doran, re- 
cently named v.p./design director and 
the firm's principals. 


Samsonite Corporation’s Luggage Di- 
vision has announced the promotion of 
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Carol Albrechi to the position of Re- 
search Services Manager. The an- 
nouncement was made by Gene Farr, 
Manager of Marketing Research. 


Correction: Hyman Hilf's name was in- 
advertently mispelled in last month's 
news. Mr. Hilf is vice president of the 
NHA. 


RETAILERS 


Gimbels New York has announced the 
appointment of Matt Kallman as chair- 
man and chief executive officer. He has 
been president and chief operating 
officer of Gimbels New York, which 
operates 10 department stores in the 
greater New York area. 

In announcing the promotion of Mr. 
Kallman, Martin S. Kramer, chairman 
of Gimbel Brothers, Inc., the parent 
corporation, said a successor as presi- 
dent would be named shortly. 

Mr. Kramer added that Mr. Kallman 
would continue to have direct responsi- 
bility for all phases of merchandising 
and sales promotion of the New York 
division. 

Born in New York City, Mr. Kallman 
has more than 25 years experience in 
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in things 


In Things, supplier of mono- 
grammed handbags to fine 
boutiques, now has openings 
For 50 New Accounts. 


18 x 14 Facile Tote, Heavy Duck, 
Gingham lined . . plus Gingham 
makeup barrel . . inside zipper . . 
embroidered monogram. 


$45.00 Retail 


Our Delivery Continues to be 10 
Days. 


705 Montgomery Avenue 
Narberth,PA 19072 
(215) 664-3023 
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“KNIT PICKERS” For the Junior Contemporary 


INGORPORATED 


EISGRAU & TURNER, 417 5th Ave. 10016 (212) 889-1415 
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Bags 


FASEION HANDBAGS - 
A BAG FOR ALL SEASONS? 


Bagg Master's Canvas is now traditionally fashionable and 
profitable fora tull twelve months. . . not just the tall. 


American made and popularly priced in a great variety of styles, 
features and trims. You must see them today! 


PxC Sales of New York. Inc. 
320 FIFTH AVENUE, Suite 809 * NEW YORK, N.Y. 10001 
(212) 279-1453 
Walter Rudman, Sales Manager 


Showrooms: New York, Atlanta, Los Angeles, Chicago. 
Minneapolis, Dallas and Philadelphia. a 
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one of the most 
original collections 


Imported Purse Accessories e Handbags 


~ 
~ 


SEND FOR A FREE COPY OF RIMCO’S 
NEW EXCITING BUYER'S FOLIO 


Showrooms: 


Los eles — Califomia Apparel Mart 
New York — 172 Madison Ave.. Suite 403 (212) MUS-4969 
Dallas — Dollas Apparel Mort 
\, Chicago e Denver * San Francisco * Miami « Atlanta 7 
“4 


FMC 


MAIN OFFICE: 5973 So. Wester Ave. 
Los Angeles, CA. 90047 (213) 778-1772 


HANDBAGS 


Regional Showrooms 
CHARLOTTE 
ATLANTA 
DALLAS 
LOS ANGELES 
CHICAGO 

e 
General Offices & Plant 


1795 West 8th Avenue 
Hialeah, Florida 33010 


@ 
Office & Showroom 
330 FIFTH AVE..NEW YORK 10001 
Phone 868-7767 
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department store merchandising. Prior 
to becoming president of Gimbels New 
York last January, he had been presi- 
dent of the Gimbels Pittsburgh division 
for two years. 


Mervyn’s Department Stores an- 
nounced the opening of two new stores 
in July,’to bring the chain to 30. The 
first Mervyn’s in Nevada, a 59,600 sq. 
ft. store, opened in Sparks Silver State 
Plaza Shopping Center on July 17 and 
on July 31, a 76,900 sq. ft. store opened 
in Cypress, California. 


A four-day series of specialized sessions 
for retailing executives responsible for 
merchandising, credit, business plan- 
ning, or store management, as well as 
for such specialists as corporate direc- 
tors of information systems and data 
processing and staff planners for in- 
formation systems, will highlight INFO 
76, the Conference and Exposition for 
Management Information, at McCor- 
mick Place, Chicago, Nov. 8-11. 

The retailing ‘‘conference-within-a- 
conference’’ is designed to bridge the 
gap between those who develop in- 
formation within a retailing organiza- 
tion and those who use it and help each 
group understand the problems of the 
other. 

A conference program and tickets to 
the exposition may be obtained from 
Clapp & Poliak, Inc., 245 Park Ave., 
New York, NY 10017. 


Amusement park or shopping center? 
At Marriott’s ‘‘Great America,’’ in 
Santa Clara, Calif., the shops are part of 
the show. Recognizing the fact that 
shopping centers have replaced the Sat- 
urday matinee as an American enter- 
tainment outlet, retail stores have 
brought showmanship to merchandising 
and are redesigning their interiors, 
sparking up displays and making enter- 
tainment out of selling goods. 

“As visitors walk through ‘Great 
America,’ '’ says Dennis Foland, the 
park’s v.p. of merchandise, ‘‘they see a 
show—pottery making, glass blowing, 
wood carving—and that’s what creates 
interest.’' 

Unlike most amusement parks, the 31 
shops, boutiques and gift emporiums at 
this entertainment center carry mer- 
chandise in keeping with these themed 
areas. Even such interior details as 
furniture and fixtures fit the theme, all 
planned with their own requirements 
for layout and traffic flow. 
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GOODYEAR’S MFG. CORP. 
P.O. BOX 5333 

TSIN SHA TSUI POST OFFICE 
KOWLOON, HONG KONG 
CABLE: “HKARTS” 

TEL. 3-685737 


The Soft 
Californians 


Casual 
Shoulders 


& 
Clutches \/ 
(2 


Mark Billings 

373 Fourth Street 

Post Office Box 1258 
Oakland, California 94604 


Sales Representatives 

G. Muhlfelder, San Francisco 
Pearl Goldman, Los Angeles 
Murray Held, New York 

Phil Oleisky, Minneapolis 
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SUPPLIERS 


The Tanners’ Council of America ex- 
hibit at the forthcoming Semaine du 
Cuir in Paris is specifically designed to 
further the exportation of American 
leathers and leather products. Special 
showcases will hold a wide variety of 
U.S. leathers and leather merchandise 
and, as a ‘‘working’’ exhibit, the stand 
will also hold individual selling offices 
and special areas where American tan- 
ners and manufacturers may meet and 
talk with prospective customers. 

Manufacturers of shoes, apparel and 
other leather products, who may wish to 
participate or who would like further 
information on the TCA Exhibit, should 
contact the Tanners’ Council of Ameri- 
ca, 411 Fifth Ave., New York, 10016. 
The Semaine du Cuir will run from 
September 11 through 14. 


Compo Industries, Inc., Waltham, 
Mass., has announced the acquisition of 
the production machinery and equip- 
ment of Fleming Joffe Jentra, Ltd. in 
Moonachie, New Jersey from Mitsubi- 
shi International Corp. of New York. 

In addition, Compo also entered into 
a license agreement with Tenneco 
Chemicals of Saddle Brook, New Jersey 
for the use of Tenneco’s patents for the 
manufacturing of certain poromeric arti- 
ficial leather materials. 

The first in a new series of technical 
training courses, devoted exclusively to 
the mold making and master prepara- 
tion aspects of high frequency flow 
molding, has been conducted for Compo 
H.F. Process users at Compo Indus- 
tries. Future courses in this series will 
be conducted four times per year and 
the purpose of the program is to develop 
technical self-sufficiency among Com- 
po's customers and to help them main- 
tain a state-of-the-art capability in flow 
molding. 

The three-day course was attended by 
ten representatives of five user compa- 
nies, who received practical ‘‘hands- 
on’’ training in ten lecture-workshop 
sessions. 


Celanese Fibers Marketing Co. an- 
nounced the appointment of Marilyn 
Karnes as account manager of over-the- 
counter sales. Ms. Karnes will be re- 
sponsible for otc fabric merchandising 
and market strategies, as well as direct 
contact with mill and otc retail cus- 
tomers. 


FINANCIAL 


Strong sales in the Easter season re- 
sulted in the highest sales and earnings 
for any quarter in the history of the 
Felsway Corp. 


(continued) 
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for the Utmost in 
Quality and Styling 


HANDBAGS 


C lassy.. 


CLASSY LEATHER GOODS CORP. 


15 East 32 St. New York City 10016 
MU 4-1092 


There is a difference. PRICE. 


V'S'N Ul apew 


PROMOTIONAL FASHION TOTES '\Cadys pe) ‘dé 


SHOWROOM: 10 West 33rd St., New York 10001, Rm. 1010, (212) 563-3078 
OHIO BAG CORPORATION 154 Post Ave., New York 10034 (212) 942-4200 


News & Note: 
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Although volume in May trailed off 
sharply, sales for the first quarter, 
ended May 29, 1976, rose 11.6 percent 
to a new high of $14,725,000 from $13.- 
193,000 for the corresponding 1975 
period. 

Net income for the 13 weeks ended 
May 29, rose 15.2 percent to a record 
$817,000 from $709,000 for the year 
earlier period. Earnings per share in- 
creased 32.1 percent to a new high of 
$.70 from $.53. 

Felsway plans to open 8 to 12 Shoe- 
Town stores this year, five of which 
have already opened. The Felsway 
Corp. currently operates 120 shoe stores 
along the Eastern Seaboard, most of 
which operate under the Shoe-Town 
name. Footwear Unlimited, Inc. is its 
wholesale shoe division. 


W. R. Grace & Co., announced a de- 
cline in sales and earnings for the se- 
cond quarter ended June 30, 1976 
against the comparable period a year 
earlier. 

Second quarter sales and operating 
revenues amounted to $921,397,000, a 
decline of less than one percent from 
the $926,647,000 for the second quarter 
of 1975, which included $85,926,000 
from units subsequently divested. Net 
income was $44,360,000, compared with 
the restated $82,931,000 for the second 
quarter last year, which was an all-time 
record quarter. 

Earnings per common and common 
equivalent share were $1.22 versus 
$2.57. Adjusting for the non-opera- 
tional factors, earnings per share were 
$1.31 against $1.36, a decrease of 3.7 
percent. 

W. R. Grace & Co. is involved in the 
footwear and accessory business 
through its Letisse Division, Lawrence 
Maid Footwear Division and Pix of 
America, Inc. 


PUBLICATIONS 


The Handbag Data Book, containing 
Statistical information on domestic 
handbag production, imports, exports 
and tariff rates for the past 10 years has 
recently been published by the NHA. 

The book, which contains classified 
import data on handbags, shows unit 
figures, dollar value, materials (plastic, 
leather, straw, etc.) and countries of 
origin. 

The book sells for $25 per Copy and 
may be purchased from the NHA, 350 
Fifth Ave., New York, NY 10001. 
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The Continental Concept of the Collection 


The House of Aldo Navarro in Rome is situated at the foot of the famous 
Spanish Steps where the Piazza di Spagna is surrounded by the most exclusive 
accessory shops for jewelry, lingerie, and leather goods 

Navarro is famous for his bags in sturdy calf. However, most distinctive is the 
insignia collection of matched coordinates. The handbags are plasticized cotton of 
golden tan with oiled boxcalf trim in brown. Highlights of polished brass 
hardware add a look of opulence 

The concept of the collection is popular abroad and Aldo Navarro makes the most 
of it. Besides a wide selection of handbags, his collection includes belts, 
personal leather goods, travel totes, suitcases and attaches. New are complete 
coordinates for stormy weather: matching raincoat, scarf, and umbrella 

This is expensive merchandise —starting retail for handbags is $75. The 
material remains ‘‘open stock’’ while the styles are up-dated by fashion. Thus 
the ‘‘collection concept’’ proves sound merchandising, for once a customer is 
‘‘hooked’’ she has an investment to protect by staying with the same design 
and both manufacturer and retailer benefit 

Besides a dozen exclusive outlets in Italy, Navarro has agents in West Germany 
Switzerland, and Japan. In the U.S. he is represented by Gail Berger, 107-04 
71st Road, Forest Hills, L.I. New York 


Two best sellers from the latest Aldo Navarro 
insignia collection: rounded shoulderbag at 
top has two interior compartments, one 
zipper pocket, one pouch pocket and a snap 
closing. Retails at $275. 


The name’s easy to remember... 
The bag’s hard to forget 


of California 
True creativity in quality fabric handbags. cauironaia 


CUND 


11959 Rivera Road, Santa Fe Springs, Calif. 90670 ¢ (213) 698-9677 xe 
Showrooms in L.A., N.Y., Chicago, Atlanta, Florida, Dallas and Nebraska = 
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Indian Summer Arts and Crafts Festival Boston Gift Show 
Show September 10-12 September 12-16 
Marietta, Ohio Boston Sheraton Hotel 
Boston, Mass C 
Cale ndar Semaine International du Cuir 


(International Leather Week) 


Ee a September 11-14 
Parc des Exposition 
Porte de Versailles 16th Campionaria di Firenze 
is. F September 17-20 
4th Hellenic and International Fashion Bells aGrance Florence, Italy 
Fair Mexfair 76 
September 1-4 September 12-16 
Caravel Hotel Convention Center Hall 
Athens, Greece San Antonio, Texas Ft. Lauderdale Gift & Jewelry Show 


September 28-30 
Pier 66 Ballroom 
] Ft. Lauderdale, Fla. 


Sarasota Gift & Jewelry Show 
October 6-8 
Civic Convention Center 
Sarasota, Florida 


13th Annual National Arts and Antiques 
Festival 
October 9-17 


Seventh Regiment Armory 
& Park Avenue and 67th Street 
New York City 
M ; [ C H E LL Intertrend 


October 17-19 
Offenbach, Germany 


@ CHAINS 

@® PIERCED EARRINGS 

~ CLIP EARRINGS Loulsiana Gift & Jewelry Show 
@ BANGLES October 24-26 

Fountainbleau Hotel Ballroom 
@ CUFFS New Orleans, Louisiana 

@ PENDANTS 

Se CHOKERS Panama City Gift & Jewelry Show 
October 28-30 


rd BASICS Howard Johnsons Gulfside 
@ PROMOTIONALS Panama City, Florida 


in WOOD, METAL, LUCITE and STONE. 
Daytona Beach Gift & Jewelry Show 


November 2-4 
Holiday Inn Surfside Convention Hall 
Daytona Beach, Florida 


The Now Jewelry People ! 


389 Fifth Avenue, New York City 10016 (212) 889-2979 2nd Sele-PEL a 
And At Marts in Dallas, San Francisco and Los Angeles. November 19-22 
Milan, Italy 
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New England Report 


(continued from page 18) 
another addition to the total look which the store encourages 
in all its displays 

Daryl Levy, who shares the ownership with her husband, 
Don, and David and Mary Keeler, explains, ‘‘We encourage 
the customer to try new looks, to bring a scarf or a hat over to 
the outfit she is trying on. We welcome browsing too. Most 
accessories are arranged by color, helping the customer to 
select items purposefully.”’ 

Displays Attract and Educate 

Customers are assisted in their experiment with fashion: 
throughout the store are instructive displays which illustrate 
the new ways to wear scarves or how to best tilt that new felt 
hat. Upon the scarf cases in the middle of the store, for 
example, are several versions of the same-size scarf, tied ina 
variety of ways to show the customer how she can get the 
most use out of her purchase. In addition, Goods provides an 
instruction sheet with the display: the how-to's of scarf tying 
so that once they are shown, it's all on paper! 

Each display is well-lit and equipped with mirrors so the 
customer can see it on the model and then see it on herself 
Says Ms. Levy: ‘‘When the customer can do it once herself in 
the store, she is more likely to go with a more unconventional 
scarf size now that she knows how to wear it. We encourage 
people to try the longer scarves and they are selling well. And 
the same for men. We are expecting many more men to be 
buying small squares to add color instead of a tie. It's been a 
popular idea."’ 

One long case holds the rayon and silk scarves, ranging 
from $2.50 to $35.00. The more expensive scarves sell as gifts 
(and the wrapping paper is nearby to suggest this). The other 
long case houses a bright display of cottons, the most popular 
items ranging from $4-$5 each. 

The sportswear alcove, decorated with plants and fashion 
posters, features samples of the total look put together with 
different accessories. Although the model suggests one 
outfit, beside it is another set of accessories using the same 
colors but more basic or exotic, depending on the clothing. 
Thus, the outfit becomes a possibility for the more conserva- 
tive or adventurous buyer 


ssa é : ca 
Key elements of an effective display: interest and Instruction, are 
well-presented by the use of eye-catching mannikins, mirror and 
graphic material. 


Goods offers jewelry to please all tastes. Outfits can be 
accented with basic silver and gold chains which continue to 
be favorites here, as well as simple pendants and single beads 
which are sold separately. Or, to excite a basic look, popular 
items are feather necklaces and Indian jewelry. Goods covers 


(continued) 
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HANDBAGS 


DETAILS 
MAKE THE 


DIFFERENCE 
® 


in BELTS for GARAY 


SHOWROOMS: 
33 E. 33rd Street, NYC 10016 (212) 481-1920 


Atlanta, Charlotte, Chicago, Dallas, Los Angeles 
Miami, Minneapolis, St. Louis, Montreal and Toronto 


81 


STYLE: 4606 

NATURAL HANDWOVEN COTTON 

PEGOM INDIA WITH SWADE CLOTH 

}TRIM. AVAILABLE IN TOAST COLOR 

}WITH NAVY BROWN, AND TAN TRIM. 
i SUGGESTED RETAIL: 14.00 


PLEASE WRITE FOR CATALOG. 


BANNER HOUSE. INC 


21 PAGE AVENUE 
ASHEVILLE,N.C. 28801 
PHONE (704) 253-6831 


(continued) 

a large price range to appeal to local students as well as other 
shoppers. All the jewelry is well-lighted and the display cases 
are in the front of the store—all glass windows—which attract 
people inside. The best advertising is the activity of 


customers browsing and buying, all of which can be seen from 
the street 

More unusual novelty accessories are accented in the other 
front corner of the store. Intertwined clear plastic handbags 
hang behind the display counter, putting them in full view of 
the street. The bright backdrop for the display acts as well as 
an evocative window front. Also hanging here are paper fans, 
hats and sunglasses. This is the spot for impulse items (near 
the door and also a main register): tube tops, halters, socks, 
exotic wallets and purses all in a brightly lit, long case 

Baskets of hats surround the largest cases on the floor. 
Hanging over the large displays are novelty items such as 
porcelain jars, stuffed cloth gadgets (typewriters, record 
players, etc.) which serve as real eye-catchers. On the corners 
of the cases are art-noveau cards and post cards, always a fa- 
vorite for browsers. 


Midwest Repo rt (continued from page 18) 


One of the surprises is Kia's fashion presentation. There 
are no mannikins or props cluttering the windows. Kia be- 
lleves the window is a great brainwasher. When a woman 
sees a 92-pound, 5-foot 10-inch fashion mannikin she does not 
visualize the outfit on herself. ‘‘Remove the props in the way 
of the customer's seeing,'’ says Kia, ‘‘and you get a simple 
effective way of presenting clothes without the mental image 
of perfection.'’ Outfits and accessories are pinned and draped 
to give a feeling of grace 

Kia also upholds a definite fashion formula. ‘‘When you 
purchase in a Store, it is better to buy shirt, skirt, scarf and 
belt altogether. (In Kia's, there are three fashion experts to 
coordinate.) ‘‘The American customer is reluctant to accept 
advice because she prefers to exercise her own judgment. We 
are slowly convincing our clients to accept our expertise. We 
believe, for instance, that accessories should be in basic 
colors. By wedding colors tagether, a totally unrelated outfit 
can have a designer look. All our accessories are in basic 
colors for perfect blending.”’ 

Handbags start at $100 and are primarily in two shapes— 
the small detachable shoulder clutch for lunch and dinner and 
the larger luggage look for shopping or travel. (A gold K is 
optional.) Leathers are soft kid and box. Canvas is carried in 
summer and suede is new for fall in blue, green and brown 

Belts are sophisticated: sculptured buckles of flowers or 
birds mix with jeweled clay belts with big stones (Kia's 
middle eastern look), rope belts and suedes 1¥2'' wide 

Beautiful crepe squares featuring birds and flowers replace 
last year’s geometric scarfs. They are used as a tunic, fanny 
wrap or turban as well as tied on handbag handles. 

A clothing designer for ten years, Kia recently branched 
into jewelry. Rings have a classic look—precious gems moun- 
ted in contemporary settings in a range from emerald to 
capucon ($600-$25,000). 

But Kia didn’t have as much success with the ‘‘Roberta”’ 
shop she and her husband opened recently. In the status- 
conscious fashion world there is only one R—the incompa- 
rable craftswoman from Venice—Roberta di Camerino. You 
wouldn't expect a Roberta boutique along Chicago's Magnifi- 
cent Mile to just fade away, but that is precisely what hap- 
pened. As Kia explains it: ‘‘ There were many reasons besides 
the obvious fact that our prices could not assume the pendu- 
lum sweep of Italy’s volatile lira. Seasonal differences caused 
major delivery problems. Merchandise had to be purchased 6 
to 8 months early. 
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“Chicago is not keyed into designer prices and service. The 
affluent European woman's shopping habits reflect a 
leisurely elegance. The fashionable are not seen in last year’s 
styling. It is common for a woman to shop in the morning, 
change for lunch and change again for dinner. The affluent 
Chicagoan, in contrast, would rather have three functional 
outfits for $700; personal rapport and individual service are 
not vital to her shopping routine. She operates under a mass 
instinct—the latest in Europe is not acceptable unless some of 
her peers are wearing it.’’ 

Irv Slosberg and Terrence Brodsky of Chicago-based Medi- 
terranean Trading Corporation say they learned a lot about 
importing handbags from the four retail shops of Moroccan 
exotics they operated. 

The partners spent a lot of time at gift shows and dis- 
covered that only a few of the Moroccan products were in 
leather. In 1971, they formed the Mediterranean Trading 
Corporation to specialize in the production and importing of 
Moroccan leather goods. 

Their retail stores gave them a consumer reaction to their 
handbag styling and when the import business began to 
flourish, they closed the shops on importing. Terrence moved 
overseas where he now manages four factories. Irv, in charge 
of stateside sales, looks after a stockroom space that has 
grown from 400 sq. ft. to 20,000 sq. ft. in two warehouses in 
Franklin Park, Ill. 

There are reasons why the Mediterranean Trading Co. has 
flourished. A permanant overseas partner gives the kind of 
necessary control to factory production and importing. But 
there is also a simplicity of styling in a retail range of $10-15 
that has enormous appeal to the junior market. Handbags are 
medium sized, predominantly hand-tooled, double-strapped 
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Pacific Connections 


CALIFORNIA 


Showing At Pacific Connections 
Showrooms In September 


THAT’S WHAT THEY’RE SAYING ABOUT SOF-CAF, 
THE NEW HANDBAG MATERIAL FROM TANITO. 
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» TANITO 


TANITO LTD., 21 East Thirty Third Street, New York City 10016 (212) 684-3750 


-- young by design 
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bodybags. 80%-90% of sales are in brown so coloration is 
earthbound in tans, browns and rusts. 

Fall introduces hurachi in n/s shapes while spring styling 
focuses on e/w shirred silhouettes. Front pockets are 
replacing zippers. Casual Corner, Foxmoor Casuals, Paul 
Harris, Judy's and Nobby are just a few of the stores who like 
to trade Mediterranean. 


Southeast Report (continued from page 18) 


Phyllis Kent Handbags, Inc., Atlanta’s only ‘‘strictly hand- 
bags’ store, on Andrews Square upper level caters to the 
young matron and mature woman who is interested in high 
fashion. Phyllis Kent, owner, notes that her business depends 
on word of mouth and satisfied customers. ‘‘Once a woman 
shops here she returns because of personal service and the 
depth of styles | offer,"’ said Ms. Kent. ‘‘For instance, a 
brown dressy leather handbag can be found throughout At- 
lanta but | can offer perhaps twenty styles in the moderate 
and upper price ranges.’' Ms. Kent feels shoppers have a 
right to expect several choices. 

Many years in a family-owned handbag business in New 
York give Phyllis Kent know-how in showing bags. She dis- 
plays dressy, casual and evening bags separately and then by 
shade and color within each category. The center of the shop 
is reserved for highlighting bags of an important style or 
color. Ms. Kent carries many fine and important American 
lines as well as imports under her own label, Fashion Acces- 
sories. The imports are Ms. Kent's own designs and choices 


26 Logan Ave., Costa Mesa, Ca. 92626 
: pape 
110 E. 9th 


from small workshops in Spain and Italy 

During the summer, canvas bags and straws were the top 
sellers. Fall indications are that canvas will continue strong in 
short-shoulder styles with darker leather trims. Ms. Kent also 
expects good sales in suede with leather trim. When buying 
suede, Ms. Kent works for styles with leather shoulder straps 
or handles. ‘‘Generally the bag | sell best is an adjustable 
shoulder that is not too large, in soft material and neutral 
shade,’’ she said. According to Ms. Kent, signature bags 
have several more years of good sales ahead. Underarm 
clutch bags sell /f not high priced 

Phyllis Kent Handbags displays an impressive array of ele- 
gant evening bags. The collection includes beaded and sequin 
hand-crocheted styles, velvet-lined gold and silver minorets, 
and the top-selling simple pouch style in soft neutral koratina 
“This bag, also available in peau de sole, sells over and over 
again year round,’’ Ms. Kent added. 

She has ventured successfully into the men’s handbag mar- 
ket and plans for fall and holiday are to expand this area. In 
addition to man bags, the men's section will include fine 
small pig and ties. 

Entering Jonnie L. Walker's Panache, Inc. on Andrews 
Square’s main level is a step into a world of movement, 
warmth and elegance. Brown and peach-pink tones, tented 
ceiling treatment, bamboo and tortoise and old mirrored 
etageres are a part of the Panache mood. Panache, meaning 
style and verve, is what Jonnie Walker has created in her 
shop. 

“| buy only in a very specialized and personalized way,’’ 
explained Ms. Walker. ‘‘l cannot be all things to all people so 
carve out a very small segment of Atlanta women for my cus- 
tomer...those with good figures, basically small-boned and 


IMPORTERS OF 


HIGH FASHION ITALIAN 
HANDBAGS & BOUTIQUES 


GENUINE LEATHER 
METAL ~ 


size 12 or under.’' In addition, Ms. Walker buys what she 
likes and believes is suitable for her customer. She will not 
buy something just because it is the biggest trend or color of 
the season 

Ms. Walker notes some developing trends in the South- 
east, however, that affect accessories sales. First, women are 
beginning to dress only two ways. either up or down with 
nothing in between. The signature handbag was probably the 
beginning of the trend towards one handbag for all occasions 
And, finally, the contemporary feeling for a simplified life- 
Style that says less is more. 

At Panache, most accessory interest is generated in 
scarves. ‘‘Scarf manufacturers and designers have done a 
tremendous job in offering beautiful scarves in almost any 
price range,'' said Ms. Walker. Belt usage is growing with 
fall interest in the tunic styles. The belt that sells best is 
narrow, classic and basic...one that completes an outfit and 
does not attract attention. ‘'T’’ tops have enjoyed increasing 
sales success since 1974 and although the clingy styles con- 
tinue to sell, Ms. Walker is interesting her customer in the 
fuller French sailor shirt. 

Accessories have always been an important part of She 
Boutique, also located on the courtyard level of Andrews 
Square. Owner Lyn Snyder sold only cosmetics and acces- 
sories when she opened her shop seven years ago. Within a 
year Ms. Snyder added sportswear and now plans to slowly 
introduce more dressy ‘‘chiffon'' fashions into the shop 
Accessories and fashions at She Boutique are aimed at a 
customer who is over 30 and no longer a junior size but not a 
full missy size. Sportswear that is conservative and basic is 
the boutique’s image. However, Ms. Snyder does carry some 
novelty fashions in sweaters and tops. A Herman Geist top in 
red with white dots, long sleeve and scoop neck is a best 
selling basic but becomes a well-accepted novelty when a 
matching triangle scarf is added. 

She Boutique’s most impressive accessory selections are in 
jewelry. Prices range from $3 to $300 with the best-selling 
range between $10 and $50. Ms. Snyder reports very few 
sales in the under $10 range. A floor-to-ceiling glass-enclosed 
case displays much of the Clifton Nicholson signed sterling 
pieces. The unusual handling of shells, silver, ivory and silk 
rope have made these Nicholson pieces favorites with She 
Boutique customers. Best sellers are small animals wrought 
in silver and butterfly or ow! designs that include ivory. David 
Hill enamels are good sellers because of exceptional quality at 
a moderate price. One Hill piece, a choker fashioned into a 
go'd knot has sold over and over at $25 retail. 

Ms. Snyder, whose fashion background is in wholesale as 
well as retail areas, notes excellent scarf sales and makes 
some specific observations. A lesson in tying oblong scarves 
will sell that scarf to customers who never before considered 
buying dn oblong. Triangle and crepe de chine scarves are 
showing impressive sales because they eliminate bulkiness 
found in other shapes and fabrics. ‘‘V'’ shaped neck scarves 
are increasing in sales interest and should continue as the 
open neck shirts return to fashion. 


Southwest Report (continued from page 18) 


Jan Freeman, manager of the Odessa Rag Doll, says, ‘‘! try 
to keep up with what’s going on nationally. | don't think we’re 
isolated because people travel so much. Price isn't a problem 
with the women who shop here—you’'d have to go far to beat 
them for fashion.”’ 

The Dallas market is the main fashion source for the Grigs- 
by stores, but accessories are purchased from resources 
throughout the United States. Cuin Grigsby takes the man- 
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LEGALLET TANNING COMPANY 
1099 QUESADA AVENUE 
SAN FRANCISCO, CALIFORNIA 94124 
415-822-8255 


Fine leathers for Shoes, Boots, Garments 
Handbags, Belts, Gloves, Sandals 


Represented By 


Pabco Sales—Cincinnati 
W. C. Wolfenbarger—Chicago 
George Cummings, I11—Texas 


Eldon Cox—St. Louis 
fobs A. Dauer Leather Co.—New York 


‘ack Israel—Los Angeles 


Handbags 
Accessories 
Boots & Shoes 
Fashion Jewelry 
All season, all American, all 
quality chain is just the some- 
thing extra you'll need to make 
‘76 a real biggie! Chain 
always adds that something 
special, that unusual flair, 
that fashion look to your cre- 
ations. And when you use 
Universal fashion chain 
you've added not only style 
but you've also added quality! 
Good old all American Quality! 
Big chain, demure chain, 
nothing chain, art deco chain, 
we've got them all...so why /# 
not give us a buzz or drop 
in for samples... we'd 
é “love to see you. 
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UNIVERSAL CHAIN COMPANY, INC. 


Selling to Manufacturers 
Bui Avenve, Maplewood, N.J. 07040 * (201) 761-6600 
pRancn: 305 Cédy Street, Providence, RI. 02903 * (401) 421-0022 
N.Y. OFFICE: 366 Fifth Avenue, New York, N.Y. 10001 *(212) MU 2.1623 
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(continued) 
agers of all his stores on each buying trip. They split up, two 
taking dresses, two pants, maybe two just for scarves if it's a 
big scarf season. 

For fall, Ms. Freeman says she’s looking for something 
new in handbags. ‘‘Our junior customer buys two or three dif- 
ferent kinds of bags each season,'’ she says. ‘‘We try to stay 
under $30 retail, and start as low as $10. The shoulderbag is 
still best and we've had super business in monogrammed 
canvas bags. That canvas bag should continue into fall, pos- 
sibly with more pockets if that’s available. Our fall bags are 
pretty large and range from envelopes to totes. Women want 
leather for fall in every size but we haven't seen one hot bag 
style yet.’”’ 

“‘This has been a big scarf year,’’ Ms. Freeman continues. 
‘We sold primarily the square to be worn at the neck, but | 
think the larger scarf, about 22’’ to 24,’’ is coming. It will be 
worn tied over the shirt and under the collar. A lot of the fall 
blouses have matching scarves that tie under the collar and 
are sold with the blouse. Cotton scarves have been good, but 
silk should get better as we get further on in the season.”’ 

The jewelry picture at Grigsby Rag Dolls all over Texas will 
include braided cords and hammered cuffs, continuations 
from summer, but Moroccan beads are Ms. Freeman's favor- 
ites to be worn with scarves. 

The displays in the Rag Doll stores are interesting—they’re 
hung to sell. ‘‘We put together whole outfits,’’ says the Odes- 
Sa manager. ‘‘The shoes, bags, jewelry, and scarves are 
pinned up with the outfit—and we often take the whole story 
down and sell it to a customer who could walk out of the store 
in a complete outfit. 

“‘The young women who work here wear the clothes in the 
store, changing often during the day. We have a fashion teen 
board of 12 women who work in the store and model in our big 
“Back to School’’ fashion show,’’ she continues. 

“All the furniture in all stores is antique and we use the 
pieces in our displays—it seems to attract more attention to 
our displays.’’ 

Fall best sellers so far have been vested pantsuits, cow! 
neck sweaters, and corduroy coordinates by Junior House 
with the gaucho skirt outselling the regular skirt. Boots have 
had a narrow toe and higher heel and Ms. Freeman expects 
brightly colored knee socks and textured hose to be in de- 
mand to wear with jeans. Strongest fall colors, as she sees it, 
will be black, rust and camel. 

“‘We try to buy the newest looks,’’ Ms. Freeman says. 
““Rather than just buying what we know will sell. We've done 
a booming business by going out on a limb."’ 


Jan Freeman, manager of Grigsby's Rag Doll, Odessa, with the 
higher, narrow-toed boot she thinks will be the fall big seller. 
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Classified ads are $20 inch (approx. 6 lines type). If you wish to use a box num- 
ber, there is an additional charge of $10. Send ads to Terry Petak, 
ACCESSORIES MAGAZINE, 80 Lincoln Avenue, Stamford, Conn. 06904. 
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ACQUISITION/MERGER 

PROFITABLE N.Y. small leather goods 
manufacturer and importer in the pop- 
ular priced mens and ladies field. Annual 
volume of $2,000,000. This long estab- 
lished, consistent MONEY-MAKING 
company sells the major chains, 
discounters and wholesalers. Only very 
reputable and solid companies or 
individuals with substantial cash avail- 
able need reply. BOX 901, FASHION 
AND ACCESSORIES MAGAZINE, 80 
Lincoln Avenue, Stamford, Conn. 06904 
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PLANT MANAGER, 

SMALL LEATHER GOODS 
Medium-sized small leather goods factory 
needs manager who can supervise all 
facets from sample-making to finished 
product. If you are experienced and 
would like a change for the better, please 
reply with background and salary history 
in full confidence to BOX 9090, FASH- 
1ON AND ACCESSORIES MAGAZINE, 
80 Lincoln Ave., Stamford, Conn. 06904 


Request samples. 


PLASTICS, INC. - 


IS THE LIMIT FOR STYLE 


to enhance Handbags and Coor- 
dinated Shoes, Belts, Jewelry. 
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Reps wanted for fast selling lines of 


Z FRAMES 77 
LL eonardi 


for PORTFOLIOS LUGGAGE 
HANDBAGS 


Sizes 842 to 18 inches 


popular priced umbrellas, hats and 
gloves. Several choice territories now 
available. 
Mr. Wieder by 


Trans-Oceanic, Inc. 
403 West 8th Street 
Los Angeles, Calif. 90014 
(213) 627-3205 


| WIRE 
| HANDLES 


\} ...any size 
Highest Quality — Low Direct 
Factory-to-you Prices. 
FREE SAMPLES 
CALL 315/834-6611 Collect 


Teconarat 


WELTING CORD 


for Handbags, 
Handles 


* Attractive Prices 
* Prompt Delivery 


LORRAINE 
Upholstery Supplies 


eonardi 


MANUFACTURING CO., INC. 
Weedsport, N.Y. 13166 
Phone: 315/834-6611 


TY FRAMES SINCE 1945 


430 Bond St, Brooklyn, N.Y. 11231 
(212) MA 4-7153 


490 West 45th St., New York, N.Y. 10036 - [212] CO 5-7773-4 
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45 West 34th Street 
CO. (NC. New York, N.Y. 10001 
Established 1927 (212) 947-1153-54 


The softest leather for the hana- 
bag trade in Nappa. Cowhide, and 
Cabretta in forty designer colors 


tart with x 1] z° prompt delivery. 


RIGINAL Spring-Action Frame 


good sense to use only authentic, 
n 


‘snap-shut frames in your — “The Leather You Love to Touch” 


San Francisco 


LEATHER 


one of the finer things 
‘still within reach 


e., New Yo 


Main Office | 1100 So. Flower Street, Los Angeles, CA 90015 (213) 748-823) 
New York Showroom | Penthouse Suite, 1O West 33rd St., New York, NY 1OOO) (212) 594-8686 
Los Angeles Showroom | B1073 N10 East Ninth Street, Los Angeles, CA 90015 (213) 748-823) 


© Beltline of Califomig 1974 


SCARVES: 
Forecast Uncertain 


Buyers Guide: 
The Evolution of a Handbag 
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ACCESSORIES by PEARL 
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the ultimate gift ; 


... this unique package from one of America’s leading 
fashion designers creates a four belt wardrobe of 
stripe to solid reversibles with an interchangeable ,; 
gold plated buckle... now available at omega i 


O73 2 * R28 & | 
Omega Farkions Lid. 


OMEGA FASHIONS, LTD. / 330 FIFTH AVE., N.Y. (212) 868-6750 / BOSTON / CHICAGO / MIAMI / DALLAS / DENVER / LOS ANGELES 
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FASHION HANDBAGS 
_A.BAG,FOR ALL SEASONS! 


rs ay 
Bagg Master's Canvas is now traditionally fashionable and 
__proltable fora full twelve months. . . not just the fall. 


“American made and popularly priced in a great variety of styles, 
features and trims. You must see them today! 


PsC Sales of New York, Inc. 
320 FIFTH AVENUE, Suite 809 * NEW YORK, N. Y. 10001 
(212) 279-1453 
Walter Rudman, Sales Manager 


Showrooms: New York, Atlanta, Los Angeles, Chicago, 


Minneapolis, Dallas and Philadelphia. 


one of the most 
original collections 


Imported Purse Accessories e Handbags 


SEND FOR A FREE COPY OF RIMCO'S 
NEW EXCITING BUYER'S FOLIO 


Showrooms: 


les — Califomia Apparel Mort 
New You = 173 Madison Aven Sule moe (212) MUS-4969 
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Dear Renee: 
A new positive factor has entered the 
handbag scene with the explosive sales 
of canvas bags. Many boutiques and 
specialty stores are recognizing the 
packable feature of these bags and are 
using it to their stores’ advantage. 

First of all, the maximum United 
Parcel box will take only a few pieces of 
large stuffed bags. The box will, how- 
ever, take acouple of dozen of the same 
bags packed folded. After arrival at the 
store, the bags use minimum storage 
space. | have seen stores stuff one bag 
and stack the others as they would a 
sweater display, so that most of their 
inventory is visible. The customer in 
turn realizes that not only is the bag 
readily packable, but since it uses so 
little of her limited storage space, she 
could buy more than one color. 

The major retailers, who traditionally 
react to new trends in a more evolu- 
tionary manner, have a great oppor- 
tunity to capitalize on this new trend. 
The counter life of fabric bags, especial- 
ly on shoulderbag hooks, is relatively 
short. Now that separate ‘‘Canvas 
Corners’’ are being planned every- 
where, a completely new approach can 
be used for sales display. 

For example, a simple display bag 
could be stuffed with interesting items 
— antique collectibles, pieces of drift- 
wood, a magnum of champagne, cam- 
era equipment. 

Unfortunately, some stores are over- 
committed to hooks for display, and 
duck bags which feature a rugged out- 
side shell have relatively little internal 
structure and can rapidly look shop- 
worn. 

These bags have enormous twelve 
months sales potential if their unique 
qualities are recognized. To build a 
solid year-round canvas business, ‘‘flat- 
pack’’ should become a key retailing 
“‘buy’’ word. 

Sincerely, 

S. Roger Schoenfeld 

Roger Schoenfeld Associates, Inc. 

New York, N.Y. 


Dear Renee: 
! would like you to know how valuable 
your Reader Service is to your adver- 
tisers. 

A number of key stores made in- 
quiries through you to us for description 
of products, etc. in our July ad. 
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Best-of-Breed 


Introducing Salerno, a new breed of 
contemporary handbags, created 

in superb domestic full-grain leather by 
knowledgeable craftsmen. Designed 
with expertise and fine detailing... and 
at a surprisingly little price for your 
sophisticated young customers who 
demand quality plus fashion. 
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HANDBAGS 
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New York, N.Y. 10001 
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There is a difference. PRICE. 
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PROMOTIONAL FASHION TOTES by Me digs 2D. ‘dé 


SHOWROOM: 10 West 33rd St., New York 10001, Rm. 1010, (212) 563-3078 
OHIO BAG CORPORATION 154 Post Ave., New York 10034 (212) 942-4200 
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salesmen immediately to contact the 
buyers. If one of these accounts can be 
activated, Walborg Corp. has been well 
repaid for the cost of their ad. 

Kindest regards. 
Sincerely yours, 
Richard Weinberg 
Walborg Corporation 
P.S. We just received an inquiry from 
New Delhi, India. 


Dear Ms. Brown: 

Per your July editorial, we feel that 

there is a definite need for a trade show. 
Fortunately, we are close enough to 

the market to make the needed number 

of trips to NYC. However, it would be 

much better if we were able to attend 

periodic shows. 

Sincerely yours, 

E.J. Ettinger 

Bag & Baggage 

Wilmington, Delaware 


Dear Ms. Brown: 

Long overdue is this note to tell you of 
the significant contribution that your 
magazine makes to our fashion and 
merchandising efforts. We are par- 
ticularly grateful for the conscientious 
and thorough manner in which your Ms. 
Carol Adams carries on her work in our 
area. Certainly, we are privileged to re- 
ceive your fine publication. 

Sincerely, 

Jules Stine, President 

Regenstein’s 

Atlanta, Ga. 


Dear Renee: 
Just a note to say that | think your 
August, 1976 issue is excellent. | par- 
ticularly enjoyed the trend information 
given for jewelry and belts. 

| don’t know if the change in the 
name of your publication had anything 
to do with it, but a rea/ change is defini- 
tely evident! Keep the info coming... 
Looking forward to the next issue... 
Karen Massel, Fashion Coordinator 
The Atlanta Mart 
Atlanta, Ga. 


Dear Ms. Brown: 

Thank you so much for sending me a 
copy of FASHION ACCESSORIES and 
for the beautiful editorial mention in the 
August issue. It has already contributed 
to an increase in our sales. 

| like your magazine’s new name. It 
seems to encompass a wider field and it 
also sounds more glamorous. 

For some time | have been one of your 
readers, and | hope that as our company 
grows, we will have aclose relationship. 
Sincerely, 

Alicia 
Alician de California 
Westlake Village, Calif. 
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Why? 
Only $14.00 retail. That’s why. 
Real leather. That’s why. 


The hottest over-the-counter item at 
this price to hit the market. That’s why. 


An original Cheffins design attractively 
finished with fully turned all leather 
strap and multiple pockets. That's why. 


tyles, 3 colors, for true mass appeal. 
t's why. 


Aga Fashion Accessories can deliver 
a¥ once, in mass. That's why. 


yy Are you still waiting to order? Why? 


Y, 


(og FASHION ACCESSORIES 
OF CALIFORNIA, INC. 


DESIGNERS, MANUFACTURERS AND IMPORTERS 
OF FINE HANDBAGS: 


VICK! OF CALIFORNIA CHEFFINS LEATHER 


SHOWROOMS: NEW YORK 212/594-7270 LOS ANGELES 213/627-0758 
DALLAS 214/279-2391 DENVER 303/623-5550 


FASHION ACCESSORIES OF CALIFORNIA, INC. 
810 West Collins, Orange, Calif. Zip 92667 (714) 633-4070 


YOUR NAME 
ADDRESS 
Gis en ee SIAN ZIP. 
DESCRIPTION 
1 Doz, ass't styles & colors 
Eastwest pouch wibinding 


North-south 3 section 


$7.00 ea. | Traditional wiunder flap pkt. 
} ~~ mia IBGE _ - 
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Dear Retailer: 
On page 35 of this issue is something I think you'll find very helpful — our Reader's Service Card 


for accessories buyers. 

It lists the accessories manufacturers whose ads run in this issue — some very talented people 
with exciting collections. Some of them you already know, others you'll want to know more 
about. for they may have just the kind of merchandise you need. 

This is what the Reader’s Service Card is for — to help you find new resources. All you do is 
check the ones you want to know more about and send them to us. 

And. by the way, if you like receiving Fashion Accessories Magazine, these advertisers 
make it possible for us to give it to you — so checking them out is helping us too. 

Please turn to page 35 and use your Reader’s Service Card...you may find some valuable 
new resources. 

3 


With best wishes. 
43) 

& 

} 

A 

Renee Brown & 
Editor/Publisher 5 
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389 Fifth Avenue New York City, !00I6 (212) 532-5945 
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3 ; ; Scandinavian sterling silver cae] 
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handpainted stones in sterling silver 


aslo Kaplan 


cloisonne and ivory 


POPPIN’ WITH POPLIN 


(YOU'VE NEVER SEEN ANYTHING LIKE THESE!) 


goa IC 4. 


S 


BY Lo j d 
ATLANTA UMBRELLA | De 


Style #BPCP: BELL POPLIN Style #MT: MATCHING 7 TOTE 
Contrast Piping - Wood Frame Cost: $2.50 Each. 
Cost: $8.00 Each. 


THE DESIGNERS © 


DiAMMh SULLIVAN 
MSiCES 


mc. 
California Mart A906 
Alart 389 5th Ave, NYC 


Ankle interest..We hear that ankle 
bracelets are back in fashion for spring 
’77, and one designer who is planning to 
offer them is Eva Graham. At Eva's, 
they will be done in the ‘'watch brace- 
let’’ look, with tiny gold-filled beads 
mixed with semi-precious stone beads, 
worn singly or in multiples for lots of 
color. 
Interesting at Eva’s is the lariat — 
braided and twisted ropes of silk with 
mother of pearl discs, to be worn off- 
center around the neck or as ropes at 
the waist. Also on silk cords, a new vari- 
ation of the hammered look, this time in 
flat, hammered brass. Betsy Dolnick 
pointed out that pearls are selling well 
for their company for the holidays — 
small pearl beads intersperced with 
gold beads, in the fashion of the watch 
bracelets. In all cases, tiny button ear- 
rings match in the semiprecious stones 
or pearls...a diminutive, feminine look. 
Eva's designs are at 417 Fifth. 


“visions of sugarplums’’ in the most 


ng transparent cubes or circles with 
rhinestone detail, capture the crisp 
i arkle of a winter morning. 


The holiday looks at Red Cobra will put . 


stoic of heads. Clear tube collars, bear-_ 


guishes a striking collar with three 
slender rattail tubes sewn one on top of 
the other, creating a high, neck-cud- 
dling collar. Slivers of blue, orange, 
turquoise, purple, pink, red, green and 
orange gleam from a predominantly 
black background. 

Reminiscent of days gone by is a satin 
cording lariat in bright green with a red 
satin rosebud nestled into each end. 
There is also a companion collar in 
twistable, satin covered metal with the 
rosebud in front. Special, festive looks 
in soft jewelry—at 389 Fifth Avenue. 


JEWELRY FOR THE CONTEMPORARY WOMAN 


(oneMPoyyAN 


JEWELRY FOR THE CONTEMPORARY MAN 


DESIGNED BY DEBBIE LAUB 


California Mart, Suite A1061, 
(213) 749-7211 


Carolee Russack, designing from her 
studio in Greenwich, Connecticut, 
imbues all her jewelry designs with 
nature’s simplicity of form and variety 
of color. One group of dyed enamels in 
30’’ to 33’’ lengths consists of plated 
steel tulip caps (bearing a striking re- 
semblance to bluebells) in warm au- 
tumn colors of gold, gray, berry and 
brown. Sporting a unique clasp, the 
necklace may be twisted and worn as a 
collar (at $12.50). 

Carolee'’s glass bead necklace is a 
fairy | 


bene ser 00 fe 


oO 


athy and 


Contemporary Accessories 
417 Fifth Avenue NY 10016 212-889-6721 


accompany elegant peasantry ($12.50). 

For those who like to combine eye 
appeal with tactile pleasure, Carolee’s 
contoured collar, featuring a handmade 
glass bead combined with curved metal 
tubing, is a sure delight. The bead is 
irresistible to the touch and the colors 
magnetic in Chinese red, blue porce- 
lain, aubergine, tortoise, chrysoprase 
green and crystal (at $7.50). A line to 
complement myriad looks, at 385 Fifth 
Avenue. 


Poetry is not confined to a verbal form 
of expression. It can assume other 
forms in other mediums as evidenced by 
Jean Betancourt’s interpretation of 
poetry. Here, poetry is a marvelous 
spinning of yarns and threads into 
delightful caps, bags and charming 
whatnots. 

A collection of colorful crocheted 
gimp, intertwined with gold tinsel, in- 
cludes a change. purse, cigarette and 
eyeglass case and two clutches. All are 
adorned with unusual antique buttons. 
Included in this collection are two tiny 
whatnots: a circular change purse or 
sachet bag, tied with a ribbon and a 
minature gimp drawstring change 
purse—great stocking stuffers. 

Creative hats and caps with fresh, 
unique touches: a multi-colored braided 
chain attached to a snug-fitting wool cap 
may be wound around the head or neck 
and a soft knitted fedora in a creme- 


mickey lyonnraingear 
rainwear/accessories 

64 W. 36 St. 

N.Y., N.Y. 
695-2555 


the body and equipped with side slots 
for hands; wrist warmers; arm warm- 


ers; and a crocheted belt with little 
pockets that doubles as a lariat. A 
delightful line—see it at 15 West 37th 
Street. 


Named after the Brazilian word for rose- 
wood, Jacaranda Fashions accentuated 
its name by the use of wood as handles 
and ornamentation on its bags. Four 
years later, designer-owner Ellen 
Campuzano is still making bags for the 
contemporary working woman but she 
has replaced the wood, primarily by 
leather closures. 

The bags are aligned to contemporary 
tastes: clean classic lines, smaller sil- 
houettes, excellent workmanship and 
always, soft luxurious leather. The 
group of attaches would be coveted by 
any working woman (or man). The col- 
lection includes a portfolio with back 
pocket and four tiered pockets inside; a 
versatile detachable shoulderstrap at- 
tache with luggage handles that slip 
down into the bag when not in use; and 
a classic zip-top rectangle with two side 
pockets and square handle. From $22 to 
$40. 

Another interesting collection of 
unisex bags are the ‘‘organizers’’— 
larger than a wallet but smaller than a 


MA JEUCL IC 


conventional clutch, with wrist handles 
and several pockets and slots. From 
$12-$18. A line to be seen, at 389 Fifth 
Avenue. 


Eugenie Buchner’s entrance into the 
handbag industry happened quite for- 
tuitously. ‘‘It all started many years 
ago,’’ she says in her high lilting voice. 
“‘My father owned a large leather im- 
porting business and had ordered an 
enormous shipment of whipped snake- 
skins from England. The skins just 
refused to move, and | became obses- 


sed with the idea of finding a use for 
them. 

“| went to a handbag manufacturer 
and begged him to make a bag accord- 
ing to my design. Then | contacted 
manufacturers of gloves, belts and 
small leathergoods. | gave them my 
designs, 
persuaded one manufacturer to display 
the groupings for me by color in his 
window. The next thing | knew, | 
needed a factory and a foreman and | 
was on my way.’* 

Ms. Buchner’s factories are in France 


and Italy but she is responsible for the — 


design of all her creations. ‘Il always 
follow my own instincts,’’ she 
“and | alnsia insist on quality- 


they made samples and | | 


- 98 Sunshine 


(404) 688-7364 
S | Atlanta Merchandise Mart, Suite 7-J-11 
Charlotte Mart, Suite K-305 
Miami/Tampa Show 
May and Peter Lewitin / Jane Haslett 


selves and are testimony to Ms. Buch- 
ner’s ideals. Her suedes are the richest, 
leathers—soft and top-grade, top- 
stitching—perfect and detail always re- 
fined, always elegant. ‘‘| make bags for 
ladies,"’ she states simply, and that, 
simply, says it all. The showroom is 
located at 347 Fifth Avenue. 


Rich luminescent colors gleam like satin 
in moonlight in the soft jewelry of Cathy 
and Marsha for Catherine Stein. One 
striking collar consists of eight strands 
of satin piping threaded through two 
welded tubes of hammered gold plate or 
pewter (at $8). Accompanying this 
group are hammered gold plate and 
pewter bean shaped pendants (s 
adorned with star sketchings) hi 
braided cord and soutache. ~ 
length is $4.50—the 30” is $6. 
Elephantasia—the ne fe 
look. Cathy and Marsha ha‘ 
eye-catching bracelet of 


LEE-VIC INDUSTRIES INC. 


88 Third Avenue, Brooklyn, New York 11271 


Ler, (212) 834-8400 


LEE-VIC INDUSTRIES 


OUR CUSTOMERS 


Your response to our bags by DON QUIXOTE and 
BELTS BY UNCLE LEO has been even greater than we 
anticipated. Because of this overwhelming demand for 
our products, there has been a delay in filling some orders, 
and we have taken this page to apologize. We wish to 
assure you that by the Ist of the year the expansion of our 
facilities will have been completed, enabling us to fill all 
orders promptly. 


We would like to thank you for your business—and for 
your patience—and we look forward to filling all your 
orders in the near future. 


Thank you for choosing LEE-VIC products and again, 


WE'RE SORRY. 


SHOWROOMS 


ee LEE-VIC INDUSTAIES ine. 


320 Fifth Avenue HANDBAGS BY LEE-VIC INDUSTRIES 
New York, N.Y. 10001 BELTS BY UNCLE LEO =) 
( 244-3622 SHENANIGANS DOR QUIXOTE 


imports, inc. 
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WALBORG CORP. 149 Madison Avenue, N.Y.,N.Y. 10016 


A Rockley Group Company 
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---young by design 


TANITO LTD., 21 East Thirty Third Street, New York City 10016 (212) 684-3750 


seer Ey Ss Te rk 


Flantask 


Ol 
GRAN cee, 

ea @)))) >, 
SY YW 

ZZ 


The YSL-inspired fantasia looks for 
holiday — gay. frivolous. 
romantic. On the figures, the 
front-tie obi — left, in black velvet 
with satin edging and sash. by 
Calderon; right. black velvet with 
gold trim and rope sash, 
Accessories by Pearl 

In the background, sparkling gold 
and black sashes to tie over silk 
shirts. Left to center, a flat-braided 
gold tie with gold **pencil’” ends. 
Calderon. Bold black rope 
(immediate left) is tubed in gold and 
tassled in black, Accessories by 
Pearl. A tiny silk evening pouch to 
tie around waist or shoulder, 
in many different patterns and 
colors. by Omega: and (bottom) 
gay multi sash in silk and wool, 
from India, also at Omega. 


ce Freelance is in the tote 

sae business in a big way with 
e& over 35 combinations of colors 
and graphics from which to choose. All 

totes are made of heavy cotton canvas and, in 
addition to our stock designs, they may be custom 
silk-screened to your specifications. Most territories are 
available for representation...please write for 

more information. 


CECE 
ANCC 


S. Line St., Lansdale, Pa. 19446 (215) 365-7700 _ 
: At ka 


Check Mates® 
on the top of 
every gilt list 


Our popular Checkretary® with matching 6-hook 
keycase in attractive clear view boxes . .. . the perfect 
gift set. A complete selection of our op selling fashion 
colors and leathers. = 


# 75182 Suede Leather 
with Cowhide trim 


# 95283 
Sandalwood Leather 
_with decor strips 


westport corporation 


New York Showroom, 10 West 33rd Street, Suite 1101 
212-594-5828 
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from the 


CAROUSEL COLLECTION 


Beet 


MADE IN USA BY 
CANVAS DUCK, PRE-SHRUNK AND STAIN = 


GUARDED, WITH GENUINE LEATHER TRIM. 
$6.50 TO $8.50 COST. 


NEW YORK SHOWROOM: 10 West 33rd Street, NYC, NY 10001 (212) 594-5294 
OFFICES: 2109 W. 2300 South, Salt Lake City, Utah 84119 (801) 972-6134 
MARTS IN DALLAS, ATLANTA, LOS ANGELES. CHARLOTTE & DENVER 


CALIFORNIA 


By Diana Ho 


MIDWEST 


By Joni Johnson 


=a NEW ENGLAND 


Tae By Susan J. Liguori 


SOUTHEAST 


By Carol Adams 


Regional Repor 


Los Angeles...A dynamic new concept in retail merchandising 
west of the Mississippi will be introduced this month with the 
opening of the new Ohrbach's in Glendale, California. The 
shopping center, which already houses Broadway and Buf- 
fums will be the showcase for Ohrbach’s maximum-flexi- 
bility, suspended-fixture floor plan. 

Vice-president in charge of operations, Thomas Whalen, 
and divisional merchandise manager for accessories, Carol 
Pearce speak enthusiastically of the Glendale store. Whalen 
explains, ‘‘An important merchandising tool is flexibility, and 
with our new set up, a department can be rearranged, or stock 
and fitting rooms can be converted to sales areas overnight.'’ 
Although, as Whalen notes, there was no savings in the ini- 
tial capital investment, they anticipate savings in the ease 
with which future interior structural changes can be made, 
losing a minimum amount of selling time. 

The floor plan consists of a steel superstructure within a 
two-story loft-type building. All fixtures, partitions, lights 
and computer terminals for cash registers will be derived 

(continued on page 54) 


Chicago... San Francisco’s Ghiradelli Square came to 
Chicago a few years ago and skillfully blended country charm 
with city slick in a four-level massive storage building across 
from Lincoln Park. Dubbed the *“‘Warehouse"’ and packed 
with shops and restaurants tied together by exposed brick, 
wood block flooring, vaulting skylights and super-graphics, 
stores are tucked along the sides or like Farrago, skillfully 
nestled in the middle of the arcade. 


(continued on page 55) 


Boston...And the men? What's on camera for the coming 
months in men’s accessories is worth reviewing—especially 
since menswear has given impetus to the predominant looks 
in women’s rtw this season. 

Fashion's fickle finger is now pointing favorably to New 
England where flannels, tweeds, wool plaids and herring- 
bones have always been well-received. Now that the lime- 
light is focused on the classic look, accessories are assuming a 
more important role: adding that slight dash of color and flair, 
necessary to perk up classic, conservative clothes. 

(continued on page 57) 


Atlanta...‘‘Unless you're making money, you're not in busi- 
ness,"’ was one of the candid remarks at the Atlanta 
Merchandise Mart’s Breakfast Seminar held during the 
August holiday and early spring market. Jules Stine, presi- 
dent of Atlanta’s Regensteins (a 105 year old, privately held, 


(continued on page 59) 


Dallas—Texas has always been known as a conservative 
state. Folks with money bought plain little ole minks from 


Neiman Marcus, and folks without money bought plain little 


@ po ester papt suits from a c. sen 


CAROLYN IMPORTS TH MAK FFE HROBAG MAES 


~ LINEN, COTTON AND CANVAS HANDBAGS WITH HIDDEN ASSETS: 
MULTI-COMPARTMENTS, SNAP POCKETS AND ZIPPER SECTIONS. 


1250 Broadway, New York City, NY 10001 (212) 695-5070 


£ Cathy Accessories, Inco 1976 


road / thousand oaks, ca 91360 / (805) 495-8401 / (213) 889-9593 
m alc cal mart / los angeles, ca. 9OO15 / (213) 485-0012 
room 702 / 4il fifth ave. / new york, ny 1]OO16 / (212) 689-4215 
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\ ae battle between the domestic handbag manufacturers and the importers has 
VS i been attracting attention in the national press lately. What the N.Y. Times 
reporter and most of the readers of the most recent article don’t know, but you and | do 
know, is that this battle is not developing — it’s been going on for as long as most of us 
can remember. And it’s likely to continue for many years to come — probably longer than 
most of us will be around. 

All things considered, including Secretary Simon, the American Handbag Industry is 
also going to be around for a long time to come. There are too many smart American 
handbag manufacturers and they aren’t going to let the industry go under. 

Looking at it from any side, it’s acomplex problem — something like the hundred years 
war, and may just go on that long. But let’s just look at some statements from knowledge- 
able people in the handbag industry, and see if this might shed some light on the question. 


Manufacturer: The imports are killing us. The buyers love their trips to Europe — that’s 
why they buy there. 

Buyer: If the domestic makers were more creative, could come up with the looks I need, 
I'd never go to Europe again — | hate those trips. 

Importer: We're an American company — we just have our factories overseas. 
Manufacturer: Secretary Simon's agreement with Brazil to eliminate the countervailing 
duty of 14 percent is illegal. 

Importer: Congress gave the Secretary of Treasury the right to waive imposition of 
countervailing duties... 

Buyer: The import competition is healthy for the domestic handbag makers — it forces 
them to try harder to come up with new things and keep prices down. 

Manufacturer: We can never compete with Europe, South America and the Orient. 
Labor and materials are much cheaper there. 

Buyer: The domestic makers could successfully compete with the imports if they would 
only stop copying each other and come up with innovative things. 

Manufacturer: We do make completely new, creative things and the buyers still won't 
buy fromus. They have to see it in Europe first — that’s where they spend all their money. 
Buyer: The American market will always seek imports — from Italy for fashion and from 
underdeveloped countries for lower prices. 

Importer: The duty doesn’t matter to us. If the tariff is higher, the Brazilian government 
will-just subsidize the exporters so that they can make the same profit on their handbag 
production. 

Manufacturer: The competition from imports will continue as long as our government 
makes duties low enough to encourage this trade, and they can't change these policies. 
Buyer: I don't know why the domestic makers are complaining so much, They are 
importing too! 


Like we said... it’s a battle that may be going on for some time to come... 


Do you remember when women carried those hard, 
square little “‘train cases’’ when traveling? The soft, 
foldable totes of today are a far cry from this little case— 
and a much better answer to today’s travelers’ needs. 

MADE FOR A LIFESTYLE 

The large, soft tote or travelbag, a relative newcomer to 
the bag market, has been steadily growing in popularity 
over recent years. It’s a natural because of today’s 
lifestyle—increased leisure time, more travel in a more 
informal style, a faster-moving freer pace. Do you remember 
when you wouldn’t board an airplane unless dressed 
properly in suit or dress? Now, most travelers wear jeans or 
the next most comfortable thing for air travel—changing 
to business or other clothes as needed after their arrival. The 
informal, soft travel tote is in keeping with the way we 
travel and the way we dress when we travel. 

Our increased affluence and leisure time, resulting in 
tremendous numbers of people pursuing sports — skiing, 
boating, tennis, camping — has also increased the demand 
for the casual tote and sport bags. In turn, bag manufacturers 
have taken fashion direction from these sports in 
designing totes. And people find plenty of other uses for the 
sport bags they buy. Tennis bags with detachable racquet 
holders are also used for overnight bags or shopping totes, 
camping duffles and backpacks are used by skiers and 
bicyclists. 

In answer to these needs, handbag and luggage companies 
have come up with all kinds of wonderful travel totes — 
soft leathers with multi zippers and outside pockets, 
manmade versions of these, and a wide variety of canvas 
and fabric bags. There are even bags that unzip ingeniously 
from clutch to large tote, for travelers who like instant 
additional packing room for gifts, etc. bought along the way. 
(See the Get-A-Way Bag, Pg. 42. June FAM) 


NEWEST ENTRY 
The newest travel bag this season is in the lightest nylon 
or ‘parachute cloth’’ — an idea borrowed from the 


ski-sail-camping world. The special advantage of these bags 
is that they are practically weightless and can be folded up 
into nothing in a suitcase. They look great too, in bright colors 
with cotton webbing trim and straps. And canvas has been 
tremendous for totes. (continued) 


Colorful, rugged canvas totes, 
always practical, always in style. 
Left, the ever-popular duffle with 
extra-large double-pull plastic 
zipper with loop pulls, by Seagull 
of California. Right, the ‘‘canvas 
cube’’ — super roomy square 

ri zips open flat for easy 

Se sna: In lively red/white/ 
thine with eturdy double straps 


A roomy, practical hunting bag 
design in soft polyurethane, in 
suntan or taupe shades. Plenty 
of zipper compartments, inside 
and out. From an extensive 
urethane luggage-tote line 
made in the Orient by Sunstar, 
New York. 


Knitted poncho by The Work Ticket. 


The tote that gets our vote for best 

all-around beach-sailing bag. The 
rugged natural duck with open 
top, double handles has becomea 

classic—this one from new canvas 
handbag collection, Wild Duck, 
New York 


WHERE WILL THEY SELL BEST? 

The merchandising question here is where should these 
bags be sold — handbag or luggage department? They are 
plus business for either department. and since they are a 
cross between the two in category, most stores have let 
the question be solved by which type of resource makes the 
bag — if a handbag company makes it, the handbag buyer 
orders it for her/his department — if a luggage company 
makes it, the luggage department gets it. And in some 
stores, fabric totes are still in the notions department. 

Most of the imaginative, fashion tote bags have been made 
by handbag manufacturers. Some stores have had internal 
squabbles as to which department should sell these bags, 
especially when they are offered to both or either 
department. Since it’s good plus year-round business, both 
departments want the travelbag. 

“THE TOTABLES”’ OR ‘CANVAS CORNER”’ 

The best solution is a separate department for the travel 
tote in a heavily trafficed location, as an adjunct or 
outpost to the handbag department. The casual, large tote 
is. after all, a different kind of look—it is not really a 
handbag and it is not really luggage. Nor is it strictly a 
travel bag. It is bought for everyday use too, for simply 
toting things around. A heavily trafficed main floor location 
is especially important for fabric totes, where prices are low 
enough for impulse sales appeal. Except for the knitting bag 
looks for handcrafts, totes definitely should not be hidden 
away in the notions department. The customer who 
buys the rugged canvas-type tote usually doesn’t shop in 
the notions department. These bags are better off near 
junior and contemporary sportswear. 

If space is a problem, all of these bags need not be 
displayed stuffed, on hanging fixtures. The new packable 
nylon and canvas bags may be shown folded flat, layered by 
color or style, to show their packability and storability. 

Just one of each style should be shown stuffed and 
hanging to illustrate its shape when carried. 
EYE-CATCHING DISPLAY TECHNIQUE 

Have some fun and attract customers to a tote-bag 
display. Pack just one or two bags with some interesting 
gear: a picnic loaf of bread and jug of wine; beach blanket 
and frisbee: magazines. travel brochures and books — 
use your imagination! These items will catch the eye of 
passersby who may decide that a tote is just the thing they 
need. Impulse sales — plus sales! 

The holiday, early spring offerings in totes are better than 
ever — sizes, fabrics and shapes for all looks — with the 
ight nylon bags as the newest addition. Shown here, 
just a few of the latest tote and travel looks. 


Great shape for paddle rackets, 
this north-south leather bag has 
zipper top, outside pocket. In 
soft, rugged cowhide by Tumi 
Imports, Plainfield, New Jersey. 


Le eee 
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The doctor's satchel in fine Brazilian leather in rust, claret or dark 
brown lined with linen. From new quality, fashion luggage-tote 
collection by Jacaranda. Also available at Importa, New York 


Here’s the duffle in the new 
lightweight nylon, with cotton 
webbing trim. zipper closure. Lee 
Stemer for The Bag Game, New 
York 


A whimsical corduroy shopping 
bag has patchwork applique. 
clutch to match. By Kathy's 
Brown Bag, New York 
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ANEW SHIPMENT OF 
SPRING SELLERS 


Write toour'corporate headquarters for your Free Catalog! 


Mediterranean Trading Co. features a distinctive collec- 
tion of genuine sheepskin leather handbags. All bags 
are expertly handcrafted. assuring you of an individual 
and stylish look. 


EAST COAST, WEST, 

Lambchops PEARL GOLDMAN 
330 Fifth Ave. 110 East 9th St. 

New York. NLY Los Angeles, Ca. 


MIDWEST 
ROBERT MANDELL 
3518 Martens St. 
Franklin Park. Ill. 


* The Mediterranean Trading Co., 3518 Martens St., Franklin Park, (312) 678-5533 
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BAR VES 


Will the Fashion 
Demand Continue? 


Retail Reports are Mixed 


= There’s a decisive split between 
| fashion department and special- 
ty stores and volume retailers in 

their attitudes towards scarf depart- 
ments this season. One might say that 
it’s raining in the front yard and the sun 
is shining in the back. 

Ce Fashion department and specialty 

-___ stores, reacting to sluggish summer 
sales in rtw, are tightening scarf 

‘ dollars, revising figures and keeping a 

close « eye on inventories—unsure of 

ies ahead. Volume retailers, 
9 predictions on a coe cally 


be off because of the lele start.’’ 
: ‘isn’t si 


with scarves is, like next week's 
weather, anybody's guess. 


A Late Start 

Management in department and 
specialty stores is like the lookout sailor 
perched at the top of the mast, anxious- 
ly scouring the horizon for signs of life. 
End of summer is traditionally a time of 
vigorous activity with back-to-school 
shopping and updating of fall ward- 
robes. But consumers appear to be 
postponing their fall shopping until 
after Labor Day this year. ‘‘The 
customer is just not here yet,"’ la- 
mented one buyer. ‘‘Hopefully she'll 
_arrive soon but the season will probably 


discretionary income spent on softgoods 
and higher prices on fall merchandise. 
There is, however, a more pervasive 
explanation—that the consumer resents 
being pushed into fall, weeks before 
she’s ready for it. 

“We're always rushing the season,”’ 
declared one buying office. ‘‘This is 
causing considerable confusion on the 
buyers’ part. Just how early can you 
introduce a new season?’’ With mark- 
downs taken weeks earlier in an effort 
to perk up soft summer sales, retailers 
had no choice but to bring in fall 
merchandise. The consumer, however, 
is not reacting positively. 

“I think it may be related to instant 
gratification,’’ says one buyer. ‘‘No one 
wants a cowl sweater in July when she 
Knows she won't be able to wear it for 
tc. months. But no one is interested 
(continued on page 34) 


the advance 


SPRING 
HANDBAG 
MARKET “= 


opens Monday, November, 8th 


NHA member showrooms will unveil their most exciting styles 
in sizes, shapes, colors and materials to complement 
the latest RTW fashions breaking on the scene. 

Get the whole picture at member showrooms, 
all conveniently listed in the NHA BUYERS GUIDE 
with addresses, product classifications and price ranges 
to make your shopping easier. 
If you haven't received your copy, 
contact the Association offices 
immediately. 
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NATIONAL HANDBAG ASSOCIATION 
350 FIFTH AVENUE ¢ NEW YORK, N.Y. 10001 © (212) 947-3424 


a 


Remember — a woman's handbag is her most important fashion accessory. 
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1 love 
movement.”’ Kitty Shallenberger exclaims. ‘*Sitting at a 
desk for eight hours is out of the question. I have to be on the 
go — seeing, doing. talking. thinking ~ for me, that’s living!’” 

Put on your track shoes when you're following Kitty 
As Bamberger’s costume and better jewelry buyer, she is 
responsible for the jewelry departments in seventeen stores. 
scattered through New Jersey. Pennsylvania and New York 
Always in search of the new and the novel — the items with 
sales appeal. she combs the New York market. crosses 
the Atlantic two or three times a year and makes three or 
four trips to California. 

But beneath the whirlwind. the fervid pace, is a steady 
sense of purpose. *"I’ve always known what | wanted to do,”’ 
she affirms. “‘Even when I was a little girl. | knew I wanted 
to be the person who bought the exciting things | saw in 
department stores.” 

Deliberately, her experience has always related to 
jewelry: assistant jewelry buyer at Filene’s, a year with a 
jewelry manufacturer: assistant jewelry buyer at AMC; 
three years at the May Company; and a year at Bamberger’s. 

“Who will buy it?”’ 

But some things can never be learned: **You have to have 
an instinct, an intuitive knowledge of what will sell. | 
have to feel the goods. look them over closely, all the time 

= asking myself: ‘Who will buy it? Who is its potential 

customer and does she shop Bamberger’s?’ "’ 

ee Jpper- -leve], middie-America covers a broad range but 

her vast clientelle into four major categories 

»sely for each: a young contemporary, whose 

traditional, whose main concern is to 


She’s a free spirit with her feet on the ground. * 


must be extremely flexible. The categories are always 
changing, often overlap, and tastes are always in a state 
of flux, 

“Today. more than ever, buying is a great challenge. 
Women are not as impressionable — they are more 
confident, more sophisticated as consumers, more in touch 
with who they are, what they like, what they wear well and 
what they will wear. I don’t underestimate my customers — 
I respect them.” 

A Demand for Value 

*...tastes are always in a state of flux.’’ Today's smart 
retailer keeps his ear to the wind listening for the sounds of 
change. One subtle development becoming more apparent 
is a demand for value in jewelry. ‘An increasing number 
of my customers are looking for real jewelry — they want 
something lasting, something to respect and treasure 
and they're willing to pay for it.”’ she continued. 

In response to this demand, Bamberger’s is instituting a 
“better jewelry’’ department. *‘We’re coming close to 
peaking costume and tailored but we're not peaking 
contemporary,’ Kitty explains. ‘‘There’s an important 
customer here that we’re missing. She’s more 
sophisticated, likes clean classic fashion and can afford to 
maintain her higher taste level. Her buying habits are 
becoming more European — she favors quality over 
quantity and she wants the best: gold, gold-filled and 
sterling and precious stones. And, most importantly, she’s a 
department and specialty store shopper — she doesn’t shop 


jewelry stores.”’ 


Always a Discriminating Buyer 
In addition to keeping a close eye on her customers, 


a bette raditional, who buys more Kitty constantly scrutinizes vendors. ‘‘I must know the 
yntem’ . who likes clean esi strengths of a resource and then buy accordingly. Overall, 

tie os ; : __ the domestic market has become increasingly creative; 
CPrar. i S eee it’s Become's buyers’ market — the | 


VISIT THE 
II] FAIR IBERPIEL 


Leathergoods, Luggage, Leathergarments 
and Related Industries. 


On this occasion we offer you: 
more than 400 collections distributed over two entire 
pavilions with the latest in leather art and leather @ Tanned leather. Special plastic materials. Accessories. 
fashion. Metal work and all complementary articles for the 
Pavilion X (Glass Pavilion), floors I, Il and II above products. Machinery. 
and gentlemen's handbags in all types of Pavilion XI (“LA PIPA"): 
leather, imitation, plastic, straw and textiles. @ Confection of clothing in furs, skins and leather. 


@ Fancy leather goods of all kinds, including cases, @ Tunning in the confection of clothing in furs, skins 
gifts, and decorative articles made of leather, and leather: 


book-bindings, articles for travel, gloves, belts, 
watch straps, umbrellas and attache cases. 


IBERPIEL From 12 to 16 January 1.977 
At the Pavilion X (Glass Pavilion) and the Pavilion XI (“LA PIPA”) of the Feria Internacional del Campo (Casa de Campo). 
For more detailed information contact: IBERPIEL 
Avda, José Antonio, 32-5°- Madrid-13 (Spain) Telex: 42252 IVSA E 
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Buyers Guide: 


-\S the beginning of market 
week for a volume handbag 
av manufacturer. New line samples 
are ready. price and delivery terms 
fixed, candy jars filled, juice supply re- 
plenished and showroom _ people 
briefed. 
Buyers from Penny's, Wards, Sears, 
Kinney’s, Lerner’s, and myriad other 
retailers who sell to that great amor- 
phous mass loosely termed ‘‘Middle 
America”’ arrive, and after a few min- 
: utes of perfunctory chatter ask to see 
“ the line. Like the family snapshots in 
which everyone crowds into the picture 
and grins hopefully into the camera, the 
bags are shown group by group to dis- 
cerning buyers and their assistants. 
The New Line. Its presentation holds 
all the tension and excitement of open- 
ing night on Broadway. So many uncer- 
tainties: is it new, is it fresh, is it priced 
right, will it sell? The buyer, as critic, is 
charged with assessing the finished per- 
_ formance. But like all good critics, he or 
she should have some knowledge, no 
Senatter how cursory, of what goes on be- 
poe stage. How, in fact, the production 
was actually conceived and the twisted 


“there are approximately 12 major 
manufacturers, with six or seven doing 
the bulk of the business.’’ The attrition 
rate is startling. In Mr. Cella’s twelve 
years with Olla, 40% of the wholesalers 
and retailers have disappeared. 

But the fittest are getting fitter and in 
putting together this report, Fashion 
Accessories Magazine spoke to four 


successful, major domestic volume 
manufacturers: Jaclyn Inc., Olla Indus- 
tries, Dover Handbag Co., and Henry 


Richards Co. 


They're relatively big operations for 
the industry, employing anywhere from 
500 to 1600 people, with large factories 
in New Jersey and Connecticut. The 
bulk of their sales are in the $6 to $12 
price range and their bags are bought 
on impulse by an extremely heteroge- 
neous market. 

Jaclyn Inc., the largest handbag 
manufacturer in the world, employs an 
average of 1300 people. In addition to 
the Empress plant in North Bergen, 
there are two factories in West New 
York. Sales for the fiscal year 1975-1976 
were in excess of $41 million. 


Olla, like Jaclyn, is a publicly owned 
company with approximately 700 em- 
ployees. The new factory manufacturing 
the volume lines is in Weehawken; Mr. 
Leather and Nancy lines are produced in 
the Fairview factory. Olla's sales for the 
1975-1976 fiscal year were $19 million. 
Dover pe ae a family owned 


The Evolution of a Handbag 


A Look at Research and Production 
at Four Volume Handbag Manufacturers 


Core Group Of Styles 

In order to keep prices down and vol- 
ume sustained, production is concen- 
trated on basic, time-tested styles for 
which each firm is known. ‘‘We don't 
change just to change,’’ says Eric 
Sporn, Vice President at Dover. ‘‘We're 
practical first, concentrating on our 
swaggers and frames and add here and 
there to basic groups. We've never had 
a revolution here—we evolve.”’ 

Bill Cella offers a similar assessment: 
“Sixty to seventy percent of our busi- 
ness is in what we're known for—the 
basic frame. This is the strength of our 
line and although we're always chang- 
ing the faces, we don't have to change 
dies. That way wecan hold our prices at 
a popular level and project our cutting 
longer.”’ 


Research And Development 

Around this core group of basics, 
however, considerable experimenting 
and innovating goes on. As Bob Chest- 
nov, Vice President and head of re- 
search and development for Jaclyn ex- 
plains: ‘Our bags have to sell them- 
selves—the bag itself has to catch the 
customer's eye, instill a desire and mo- 
tivate her to buy. Pre-planned obsoles- 
cence is a key element in our business 
philosophy and we add approximately 
fifty new styles each season."’ 

The size of these manufacturing 
operations and the enormous number of 
bags produced (42,000 per day at 
Jacyln) in no way, however, inhibits 
flexibility. ‘‘We can turn on a dime,"’ 
says Mr. Chestnov, ‘‘because we have 


*Since both Dover and Henry Richards 


are private companies, annual sales 
figures were not available. 


to. We used to be a two-season indus- 
try, now we're continually adding to our 
line."’ The volume customer has be- 
come more fashion conscious and the 
young customer is especially alert to the 
latest fashion developments. She wants 
that bag right away, at a price she can 
afford, and she'll buy it from any store 
that has it. 


How It All Begins 

Although flexibility is vital in capital- 
izing On an immediate fashion trend, a 
new line must be created each season. 
The design of the new line begins ap- 
proximately one full year earlier—it's a 
little more secure than walking a tight- 
rope at midnight but not much. Most 
manufacturers are nonplussed them- 
selves when asked how new styles are 
determined. Like most predictive ef- 
forts. it's not a scientific process. Basi- 
cally, it's an instinct—an_ intuitive 
hunch, supplemented by trips to Eu- 
rope, analyses of past records, constant 
shopping of better department stores, 
and endless discussions with buyers, 
suppliers and salesmen. Ed Breitbart at 
Jaclyn perhaps best sums it up: ‘‘You 
have to know what's going on in the 
world.” 

Although most of the manufacturers 
have a full-time staff of designers and 
artists, ideas are hardly confined to 
those expected to produce them. They 
flow from disparate sources—from as- 
sembly workers in the factory, buyers, 
office workers and of course, salesmen. 
As Bill Cella observes: ‘‘Every sales- 
man is a frustrated designer.” 


S al 


Edges are turned and support paper — 
secured. ~ Z| 


The Birth Of A Handbag 
Styling usually begins in May or June 
for fall of the next year. Progression 


(continued on page 43) 
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~ MARCUS 


BROTHERS 


* 10 EAST 33RD ST. + NEW YORK, NEW YORK 1000 
1950 WEST 8TH AVENUE «+ HIALEAH, FLORIDA 33010 


Other showrooms in Dallas and Los Angeles 


NEW YORK SHOWROOM 
MIAMI SHOWROOM + 
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¢ Fashion Colors ¢ 
¢ Fashion Styles ¢ 
d Immediate Delivery 4 
3 : 
ae, 4, 

Kine LE Rothschild 
@ SEND FOR 36 So. State St. Chicago, Illinois 60603 ¢ 
De, icur (312) 332-2634 d 
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Scarves 


(continued from page 28) 


in markdowns in August either—by 
then summer merchandise has lost its 
appeal. Maybe we should all go on 
vacation for two months.”’ 

The situation is complicated by the 
fact that manufacturers have their own 
commitments and can’t wait forever 
for orders. One answer might be the 
introduction of more transitional 
merchandise that does not so clearly 
denote a particular season. Seasons are 
becoming increasingly blurred anyway 
as buyers place orders increasingly 
closer to actual selling time. 


Will She Or Won't She? 

All of this leads to another moot 
point—when the consumer starts 
buying again, will she head for the scarf 
counter as she has in the past three 
seasons? Volume retailers answer with 
a resounding ‘“‘Yes.'’ According to one 
accessories buyer for a major chain: ‘'| 
expect scarves to be as good, if not 
better, than last year. In fact, this is 
the best year we've ever had in acces- 
sories. There's an occasional soft month 
but we haven't nearly saturated our 
opportunities.’’ 

Another buyer added that we're a bit 
myopic by continually basing predic- 
tions on what happens in the fashion 
centers—that the customer in the 
Midwest, for example, is just beginning 
to realize the potential of a scarf and 
is experimenting with wrapping. 

The prevailing attitude among 
fashion stores is more reserved. Says 
one buyer: ‘| may lose the fad customer 
but the woman who understands 
scarves as fashion will stay. This may be 
reinforced by the fact that my average 
sale is higher at retail ($15); unit 
volume may decrease but hopefully, it 
will be offset by a higher dollar volume 
per unit."’ 

A merchandise manager for a major 
New York specialty store offers a 
different viewpoint: ‘‘American 
designer scarves are all moderately 
priced in comparison with our imports. 
The customer isn't likely to spend more 
on an import when she can get a 
designer scarf for less. |’m apprehen- 
sive—| expect my unit volume to be 
the same as in the past but dollar 
volume may decrease.’’ 


A Higher Plateau 

Manufacturers, however, are not 
undaunted by the apparent leveling off 
of scarf sales. ‘‘For the past three 
seasons, we've experienced a 50% 
increase,’’ says Dorothy Roberts of 
Echo. ‘‘Unlike the 68-69 boom that hit 


(continued on page 3, 
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HOW? 

Take a look at the ads in this issue 
and decide which firms you'd like to 
know more about. . .then check them 
off below along with the kind of infor- 
mation that will help you most to save 


WHY? 

To get retailers and manufacturers 
together for their mutual benefit 
(after all, this is what FAM is all 
about) 


FOR RETAILERS ONLY: 


Here’s your chance to get PRE-MAR— 
KET shopping information quickly 
and easily. . .FREE! Don’t miss these 
exciting NEW RESOURCES! 


NO STRINGS. ... You are under no obligation to buy from any of the firms you check. This service is designed only to 
help you uncover valuable new resources and to give our advertisers a chance to get acquainted with you. 


Fill in the postage-free card below, checking off all the firms you'd like to know more about and drop in the mail (check as many as you like). 
Don‘t forget to give your name and store address. 


! would like to know more about the following manufacturers: 


Boospoo0000000 


©) Accessories By Pearl, Inc. 
© Accessories Place, The 

OD) Aix Jewelry, Inc. 

) Atlanta Umbrellas 

Bag Bazaar, Inc. 

Bagg Masters 

Banner House 

Burlington Handbags, Inc. 


Carole, Inc. 
‘Cathy Accessories 
Delill Creations 


Empress Handbags, Inc. 
"European Casuals, inc. 
Fashion Accessories, Inc. 


CaroLaurie Accessories, Ltd. 


Dover Handbag Company, Inc. 


(D Freelance, Inc. 

© Gaetano, inc. 

0 Getulio 

2 Glenn Mitchell Associates 
(1 Goodman & Son, Ben 
© Hilf Bag Company, Inc. 
© Honey Bunch Handbags 
0 IBERPIEL 

D Istituto Nazionale 

© Jactyn, Inc. 

 Jaleh & Joseph 

©) Karavan Fashions, Inc. 
Knapp Originals 

DO) Lee-Vic Industries 

( Lyons, Mickey 

 MRB Originals 


_ Fran-Stef Manufacturing Corporation © Marcus Brothers 


©) Margolin & Company, H. 


0 Mediterranean Trading Company 


0 National Handbag Association 
(0 1928 Jewelry Company 
0 Ocean Imports, Inc. 

OD) Ohio Bag, Inc. 

0 Olla Industries, Inc. 

O Omega Fashions 

( Phazes Jewelry, Inc. 

O Phillippe of California 
O Playgirl Handbags, Inc. 
O RGA 

O Raindrop Accessories 
D Resnick, Inc., Julius 

0 Rimco 

O Rothschild, Inc., Kurt 
0 Saterno Handbags 


! 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
: time during your next market trips. 
| 
| 
| 
| 
| 
iL 
| 
| 
| 
| 


O Delivery Capabilities 


(1) Simon Straw Bags Company 
(2 Sirco International 
OC Stam Belts & Bags 
() Stein, Catherine 
[) Stephan Adrian, Ltd. 
( Sullivan Designs, Inc., Dianne 
(0 Sunshine Creations, Inc. 
(0 T.H. International 
1 Tanito, Ltd. 
1 Taylor, Inc., Lou 
CO Together-Crafts, Inc. 
(2 Walborg Corporation 
G Westport Company 
D Wild Bill Division 
F.C. Industries, Inc. 
(1 Work Ticket, inc. 
0 Yum-Yum 
) Zentall Jewelry 


O Showroom Locations 
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‘READERS’ SERVICE CARD 


will bring you the PRE-MARKET shopping information you need! 


There were 1,516 responses to July's card and 
these have been forwarded to advertisers. Retailers should 
be hearing trom them soon if they haven’t already. 


The quickest, easiest way for you to get additional informa- — 
tion on the companies and new accessories featured on the * 
advertising pages of FAM is to use the Readers Service Card. 

Check the manufacturer you would like to know more about. 
Then just fill in your name, check off your job function, and 
drop the postage-paid card in the mail. We'll do the rest. 
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FIRST CLASS 
PERMIT NO, 638 


STAMFORD, CONN. 


Scarves 


(continued from page 34) 


instantly and just as instantly subsided, 
we've experienced a steady increase for 
the past 2% to 3 years. Now when 
things level off, it’s at a much higher 


plateau."’ 
Alex Colman of Ben Goodman & Sons 
concurs: ‘‘Business isn't booming—it's 


excellent. Although we're not maintain- 
ing growth at the same phenomenal 
levels as in the past, business is still 
very healthy. In fact, the months we're 
only equal to last year we consider 
super. Stores are not buying with panic 
as they did in 1968 but they're reorder- 
ing in chunks."’ 


“Don’t Cut Off Your Nose To Spite 
Your Face”’ 

Most manufacturers insist the 
customer is there, the fashion cus- 
tomer, because she has learned the 
potential of a scarf and has mastered 
wrapping techniques, and the volume 
customer because she is just beginning 
to accept and learn. Now, more than 
ever, manufacturers argue, fresh new 
merchandise should be constantly 
appearing to whet customer interest 

It's totally self-defeating, they 
maintain, to check open-to-buys across 
the board if sales are not up to par in 
other departments. Says one buyer for a 
major buying house: ‘'If refrigerators 
aren't selling, everyone suffers."’ 

A manufacturer adds: ‘'Ready to 
wear may just drop dead this fall. How 
many man-tailored suits can the 
average customer afford? While this 
may have negative repercussions in one 
department, it offers even more 
potential to accessories. A department 
going strong should not suffer the 
consequences of setbacks in other 
departments."* 


A Shawl Revival? 

Several manufacturers report a 
tremendous revival in shawls. For 
California Things, they started picking 
up about two months ago (primarily 
for graduations and proms) but have 
maintained steady growth. Ken 
Bernard advocates an updated approach 
to shawls. ‘We should be calling 
shawls wraps. It’s time for shawls to 
shed their jejune senior citizen image 
and revive as very exciting, very fashion 
items."’ 

Alex Colman adds that shawl orders 
for August through October are 50 to 60 
percent over last year. ‘‘There’s an 
interest and curiosity about the St. 
Laurent look and several stores are 
Starting to push that. In addition, 
inventories are quite low and with most 
interiors air-conditioned, a wrap of 

(continued) 
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ONE OF THE WORLD’S IMPORTANT 
SUPPLIERS OF BAGS & BILLFOLDS 


Showrooms 


NEW YORK: 330 5th Av., 10 W. 33rd St., 112 W. 34th St. (Miss McDuff) 
DALLAS: 2300 Stemmons Freeway, Dallas, Texas 75207 
LOS ANGELES: California Mart, 110 E. 9th St., Los Angeles, CA 90015 
SAN FRANCISCO: 760 Market St., San Francisco, CA 94101 
DENVER: Denver Merchandise Mart, Suite 3370, 451 E. 58th St. Denver, CO 80216 
TORONTO: Sirco Intern‘I Canada Ltd., 1321 Blundell Rd., Mississauga, Ontario, Can. 
MONTREAL: Sirco Intern’! Canada Ltd., Mart A, 38 Amos St., 
Place Bonaventure, Montreal, Canada 
LONDON: Sirco Leatherwares, N. Circular Rd., Finchley, London N. 12, England 


WRITE FOR OUR CATALOGUE: 
Sumner Grant, 700 So. Fulton Ave., Mt. Vernon, NY 10550 


HANDBAGS 


Regional Showrooms 
CHARLOTTE 
ATLANTA 
DALLAS 
LOS ANGELES 
CHICAGO 
MIAMI 

2 
General Offices & Plant 
711 West 16th Street 


Hialeah, Florida 33010 
e 
Office & Showroom 


330 FIFTH AVE..NEW YORK 10001 
Phone 868-7767 
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BELTS & 


LOS ANGELES - CAL-MART A945 - JERRY STUART 628-8722 
NEW YORK - 389 5th Av. Rm. 1212 - ALART 532-6732 

DALLAS - 2136 Apparel Mart - FRAN WHITE - 634-9760 

SAN FRANCISCO - 821 Market St. - HERMAN GAYER - 777-3338 
ATLANTA MART - 7G8A - JIM COTNEY - 523-2391 


SHOWROOMS: 
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SLAM 


SLAM BELTS AND BAGS - 


A DIVISION OF MAHLER SALES CO. INC. 


1147 SANTEE ST. 
LOS ANGELES, CALIF. 


BAES 


Come see what we mean - 


40 EAST 32nd STREET - NEW YORK N.Y. 10016 
TELEPHONE (212) 679-4150 


We are forecasting the 


"constructed look”’ 


for Spring-Summer 77. 


we try to be number one. 


MISTER 


Handbags, Inc. 


Scarves 
(continued) 


some kind is almost mandated.’ 

In order to capture customer interest, 
shawls should be shown hanging up 
with only back-up stock in cases 
Scarves: Bigger And Brighter 

Scarves are selling well at present in 
plaids, haberdashery and folkloric 
prints, monotones and tiny florals. But 
the outlook for holiday and spring is 
bigger and brighter with volume 
concentrated in 24’’ and 27’’ squares 
Juniors, however, are still showing a 
strong interest in 22’' squares. 

Oblongs are becoming increasingly 
important, often worn over coat collars 
or around cowl necks. Triangles are also 
picking up 

Bold bright neon colors are on the 
horizon for holiday and spring, especial- 
ly in solids. Says one buyer for a major 
buying group: ‘‘! get so many calls for 
‘‘justs’’—just red, just green, just 
blue—just one color.”’ 


NEW CONCEPTS IN 
SCARF PACKAGING 

Since scarves are so important 
as gifts, manufacturers are in- 
creasing sales appeal by fresh 
innovative packaging. California 
Things is promoting its ‘‘Christ- 
mas Cubes’’—clear plastic cubes 
containing two colorful scarves, 
and Accessory Street, its ‘‘Ac- 
cess-O-Card,’’ teaming a scarf 
with a greeting card. California 
Things is also working on special 
packaging efforts for Valentines 
and Mothers Day, as well as a 
spring/summer ‘‘ice cream"’ pro- 
motion—how about a half gallon 
of scarves? 

Who says jewelry and scarves 
are mutually exclusive? California 
Things offers a peace pact: an 
AIX wrapped bangle or pendant 
hung on cord is color coordinated 
with a scarf in a clear plastic pack- 
age, at $10 retail. Although the 
item is usually sold in jewelry de- 
partments, the scarf department 
is also credited. 

Ken Bernard of California 
Things regularly shops gift de- 
partments in his search for new 
ideas. Some of his suggestions: 
frame scarves, use them for nap- 
kins, place mats or throw pillows 

| —always be presenting new uses 
| for scarves to your customer. 
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Buyer on-the-Go (continued from page 30) 


Kitty travels extensively in pursuit of new merchandise 
and new ideas. She thinks California in particular is an 
interesting market: “‘They’re on to a fashion trend faster 
because, unlike New York, they're not looking for mass 
volume. Their market is smaller, more select and with 
higher price points.”’ 

In the market, Kitty is assertive and candid, firing 
questions with the rapidity of a staccato-like salvo — 
refuting her observation that ‘‘buyers tend to be defensive 
and emotional.’’ Her keen eye peruses a line, instantly 
alighting on two or three particular items. There's a quick 
mental check and an instant reaction: ‘‘I’ve got to have some 
of those.”’ 

Presentation — “‘It Must Educate and Excite 

You can best tell a buyer's attitude about presentation by 
looking at her department. The jewelry department at 
Bamberger’s Quaker Bridge store manages to combine 
neatness and careful organization with impact 

Kitty categorizes by story, look and materials. There are 
nineteen display cases with two fixtures on top of each 
Displays take a sort of satellite approach: a particularly 
striking necklace or collar is encircled by bracelets, 
earrings. pendants and necklaces that reflect the theme of 
the major piece. Groupings are distinct: soft jewelry in 
colorful cord; ivory; 14K gold and silver combinations; 
shells: precious stones: and tailored, to name a few. 
Behind the counters are eye-catching window displays that 
tell a story and convey a mood. 

‘Presentation has a dual purpose,’’ explains Kitty. “‘It 
must educate and excite. It must have drawing power and 
pull the customer to the display. It should suggest ways 
that the jewelry can be worn, how it can complement an 
outfit — it must stimulate the impulse to buy. This is a big 
order, especially since it’s competing for the customer's 
attention with so many other departments.’” 

Communication is Crucial 

Supplying seventeen stores with the right merchandise 
for their market, insuring that the merchandise is effectively 
presented, that each store has fresh goods and no holes in 
stock and that sales managers are informed about 
markdowns, new looks and presentations is a big order too. 

Kitty’s ‘rules of chaos’’ are remarkably well-defined and 
adhered to. Every store is seen once a week by the buyer, 
her associate or assistant. Sales managers are taken into the 
market every two months, a merchandise seminar 
presenting new looks is held each season, bulletins covering 
trends, markdowns, and information of merchandise that is 
checking are distributed every week. 

It’s a People Business 

“It’s a people business,’”’ says Kitty. ‘‘You have to deal 
with people on an individual basis, know what motivates 
them, know their strengths and weaknesses and proceed 
accordingly. Positive motivation works best. I tell my people 
when they do a good job and I give them as much 
responsibility as they can handle. Our success is reciprocal.” 

What she says, she does. Upon leaving the Quaker 
Bridge store, she called out to the sales manager: ‘*Wait 
till you see the new ivory coming in — it's to die for! 

Your department looks very good, see you Friday.’ Kitty — 
a free spirit with her feet on the ground, who knows how 
to buy and sell. 
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STYLE: 4606 
NATURAL HANDWOVEN COTTON 
FROM INDIA WITH SWADE CLOTH 


JTRIM. AVAILABLE IN TOAST COLOR 


WITH NAVY BROWN, AND TAN TRIM. 
SUGGESTED RETAIL: 14.00 


21 PAGE AVENUE 
ASHEVILLE, N.C. 28801 
PHONE (704) 253-6831 


Lariats with a new look for holiday/spring: one, braided silk 


Slim and smart—leather and cane harmonize to be worn either off center at neck or looped on waist, dan- 
in an underarm with detachable shoulderstrap gles mother-of-pear! discs; the other, a flat-braided cord, fea- 
and belt. Bag at $34.50 cost, belt $7.25. Anne tures striking flat, hammered brass piece. By Eva Graham, 
Klein for Calderon, 389 Fifth Ave. 417 Fifth Ave. 


Fashion at low cost ... left—linen and viny! on an oval frame @* 
pouch with removable shoulderstrap and calf trim. Right— 

F B . double handle casual frame with size zipper compartment, in 

ti : + =) i polyurethane. At Dover Handbags, 10 West 33rd St. 


Pure slinky soft suede cloche with close fitting four-sectioned 
crown, forward dip brim and edged-off with saddle 


paneled: 
eit ‘Edward Mann Hats Ltd., 10 St. George St., Lon- 


“v4 tchin 
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Soft and feminine is this new macrame look in ivory or black. 
Clutch has facile closure, the shirred style has single shoulder 
strap for swinging in hand. From Marcus, 10 East 33rd St. 


The tee shirt takes a cardigan—triple banding 
at neck of tee shirt is repeated as trim on car- 
digan. In cotton, the cardigan comes in navy/ 
black/camel, navy, cadet blue/rust, at $8.25 
cost. The shirt a/so in red, white/green at 
$5.75. From Just Howard, 491 Seventh Ave. 


Rhinestone rhapsody —tiny spools of jet sequins are the back- 
ground for the glimmer of rhinestones and spine nuggets. A 
striking evening look from Accents by Lilibet, 390 Fifth 
Avenue. 
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Contrasting top stitching and monogram distinguish this clas- 
sic oversize umbrella. Inside canvas Carrying case, an over- 
size automatic-opening canvas umbrella—also with mono- 
gram. From Atlanta Umbrella, 347 Fifth Ave. = i 


ATTENTION 
SCARF <> 


BUYERS: 


CaroLaurie Scarves for the 

Junior Contemporary are checking out 
across the country in 3500 department 
and specialty stores. Select from over 
60 assorted groups — NEW for Fall & 
Holiday in the latest... 


PHAZES 
JEWELRY, INC. 


Fine Hand Crafted Sterling 
For Every Phase of Your 
Jenelry Needs 
— UC il 
BASIC 
AND 
FASHION 


a 


{4 


N 


390 5th Avenue, N.Y., N.Y 10018 
Room701A = (212) 564-8740 


CAROLAURIE ACCESSORIES LTD. 
385 5th AVENUE. SUITE 505 NYC 10016 (212) 532-3920 


Chocolate Chip 
ACCessories 


Famous Amos, now that you reigneth, 
tell us, how did your accessories grow? 
From little bits of chocolate chips 
mixed in an imaginative dough. 


Ideas for accessories can come from anywhere — even out of 

the oven. Sandra O Designs has created an accessory for 

almost every chip in Amos’ famous cookies: pendants, 

bracelets, belts, totes, T-shirts, umbrellas and even linens. 

After a summer opening in Bloomingdale’s gourmet 

department, they are now merchandising in junior outposts. ce) 


ee 


The Evolution 
of a Handbag 


(continued from page 33) 


from design board to production is a bit 
like getting from mid-Manhattan to 
downtown Brooklyn—complete with de- 
tours, red lights, traffic jams, break- 
downs and back seat drivers—some de- 
signs, in fact, never pass the first light. 


Sketching and Costing 

The basic procedure, however, is 
this: an idea is sketched and put into 
costing; its first test is pricing: can it be 
made to fit into a viable price category? 
If so, paper patterns are made and from 
one to ten samples are constructed by 
hand. The samples are sent back to 
costing for further refinements and fac- 
tors such as time for sewing and turning 
in are determined. The sample may, in 
fact, go back and forth between costing 
and sample makers two or three times. 

The sample them proceeds to sales 
for further recommendations. Based on 
its Knowledge of the market, the sales 
force may request additional changes, 
such as a different handle, modifica- 
tions in sizing or changes in hardware 
treatment. 


“Signing Off’’ 

The bag is then ‘‘signed off.’’ Dies 
(steel or wooden pattern pieces with 
sharp metal edges that stamp out cut- 
tings) are ordered, as well as supplies of 
vinyl or polyurethane and the necessary 
hardware. 

At Henry Richards, an interesting 
step is added here. When the dies are 
sent to the factory, a two-dozen sample 
lot is made, using the factory machines. 
“It's actually a factory within a fac- 
tory,’’ says Fran Massey, Merchandise 
Director. ‘‘By doing this we know what 
we're going to find out on the floor and 
all the kinks can be ironed out."’ 


Production Begins 

Production systems are then outlined 
as the factory gears itself for the 
cuttings. At Jaclyn, it takes approxi- 
mately twelve working days for a bag to 
be produced. The dies are put into the 
clicker, the pieces stamped and sent 
their various ways. Basically, the whole 
system of production is a matter of put- 
ting those pieces back together, com- 
plete with surface treatments, support 
paper, linings, zipper pockets, handles 
and hardware. 

It sounds simple—but when you're 
turning out 42,000 bags of different de- 
signs daily, the process is a paragon of 
perfect timing, coordination and pre- 
cision. 
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The finished bags are then ticketed, 
boxed and sent to distribution centers 
and warehouses, awaiting incoming or- 
ders. The number of bags to manufac- 
ture is a decision as delicate as deter- 
mining what bags to make. It might be 
called realistic speculation—based on 
past orders and inputs from salesmen. 


What’s Ahead? 

The big are getting bigger. With the 
increasing threat of imports, volume 
manufacturers are putting more and 
more emphasis on research and devel- 
opment. Jaclyn spends as much as a 
million dollars annually in pursuit of 
more efficient production methods and 
product innovation. 

Quality is becoming more significant 
as an effective counterforce to imports. 
Price is always important but manufac- 
turers agree that quality is a paramount 
factor in selling today's more educated, 
discerning customer. 

Manufacturers are working closer 
with suppliers, developing manmade 
materials with the look, feel and even 
the smell of leather. New treatments 
such as flow molding—a process where- 
by molten vinyl is poured into waffle- 
like molds and instantly frozen into 
woven designs, and heat sealing, where 
zippers are pressed into place, elimi- 
nating the need for sewing—are abso- 
lutely essential to keep costs down and 
sales up. 

Prompt deliveries and quality control 
are two powerful advantages domestic 
manufacturers hold over their foreign 
counterparts. 

But perhaps the most significant ad- 
vantage of the domestic manufacturer is 
ensconsced in the word American. He 
deals with the market he knows best: 
the American consumer. As an Ameri- 
can manufacturer, he concentrates on 
her—her buying habits and the quali- 
ties she looks for in a handbag, as well 
as changes in her age, income, values, 
interests and life-styles. 

He is able to record the vibrations of 
American fashion almost Immediately 
and discern the outlines of a trend. As 
Allan Ginsburg, Vice President of 
Jaclyn testifies: ‘‘We saw the whole 
western influence coming. When the 
Frye boot took hold and expensive bags 
were shown with it, we knew it was only 
a matter of time until someone made a 
Frye adaptation our customer could af- 
ford and we were determined to make 
the bag to go with it.’’- 

Survival of the fittest. Maybe the fit- 
test survive because they work the hard- 
est at it. Survival today depends not on 
brute strength or even sheer size—it de- 
pends on creativity, ingenuity and a 
spirit of adventure. 


Genuine 
Cowhide 


BACK 
HAS A 
ZIPPERED 
COIN 
PURSE 


finest imported 
small leather goods 
and purse accessories 


Rg inoustries, Inc. 
4 WEST 33 ST NEW YORK, N.Y. 10001 J 
(212) 594-1480 
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JULIUS 
RESNICK 


presents 
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in 
handbags 
at 
volume 
prices... 


New York 
Montreal 


JULIUS RESNACK 
FIL 


32nd Street, New York (0016 
(212) 889 0340 
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RETAIL EXECUTIVE CHANGES 


ARIZONA 
Phoenix. Wayne Draft, former shoe 
buyer for Robinson’s of Florida, St. 
Petersburg, has moved over to Gold- 
water's as div. mdse. mgr. of fashion 
accessories. 


CALIFORNIA 

Oakland. Suzanne Lewis, former assoc. 
handbag buyer for Liberty House, was 
promoted to buyer of polynesian and 
active sportswear. 


San Francisco. Carol Neuburger was 
promoted to buyer of costume jewelry at 
Macy's California and Lisa Snapp was 
promoted to buyer of tailored jewelry. 
Both had been assoc. jewelry buyers. 


San Francisco. Cora Woo has been 
named buyer of hosiery for Joseph 
Magnin, succeeding David Lask, now 
operations mgr. of the downtown store. 


CONNECTICUT 

Hartford. Janet Cook has been named 
buyer of handbags at G. Fox & Co. She 
succeeds Helen Dralle, resigned. 


FLORIDA 

Tampa. Donna Humphrey has been 
named buyer of sub-teen wear at Maas, 
succeeding Claire Freeman, who is now 
buying neckwear, handkerchiefs, belts, 
gloves, umbrellas and sunglasses. She 
replaces Elaine Bryant. 

Patsy Green was named buyer of girls 
accessories and underwear at Maas, 
succeeding Mary K. Michel, now 
buying handbags and plg. Carla Klep- 
per, the former handbag buyer, is now 
with Rich’s, Atlanta. 


INDIANA 

Indianapolis. Peggy Meachem has 
joined L.S. Ayres & Co. as buyer of 
handbags. She succeeds Marilyn Vor- 
eis, who joined Liberty House, Oakland. 


LOUISIANA 

New Orleans. Nancy Lewis has been 
named buyer of budget store acces- 
sories and hosiery for Maison Blanche, 
succeeding Renee Mouras, resigned. 


New Orleans. Joan Heile, accessories 
buyer at Godchaux’s, was named assoc. 
mdse. mgr. of handbags, jewelry, 
gloves and fashion accessories. 


MINNESOTA 
Minneapolis. Susan Benson was pro- 


moted to buyer of junior coats and suits 
and Miss Dayton coats at Dayton’s. She 
succeeds Winifred O’Herron, who will 
now buy fine jewelry 


Minneapolis. Sidney Pattee has been 
named buyer of accessories for Jackson 
Graves, succeeding Mary Jo Levenson, 
who now concentrates on sportswear 
buying. 


MISSOURI 

St. Louis. Elizabeth Driever was named 
buyer of pierced earrings and upper 
moderate jewelry for Famous-Barr; and 
Peggy Lents was named buyer of fa- 
shion and young image jewelry. Thomas 
Langwith, former jewelry buyer, has 
resigned. 


St. Louis. G. Scott, Ltd., opened re- 
cently at 286 Plaza Frontenac. The shop 


features moderate to better blouses, 
sweaters, knitwear, belts, scarves, 
handbags, leathergoods, sunglasses 


and jewelry. Glenda Scott, former div. 
mdse. mgr. of accessories and main 
floor blouses for Famous-Barr, will do 
all the buying and merchandising. 


NEW JERSEY 
Asbury Park. Edward Oehlmer, who re- 
linquishes the intimate apparel depts at 


Steinbach’s, will now concentrate on 
merchandising accessories and cos- 
metics. 

NEW JERSEY 


Paramus. Rosemary Danzo, a former 
field supervisor for Grand Way, has 
been promoted to buyer of fine and cos- 
tume jewelry, watches, clocks and 
leathergoods. Grand Way is the general 
merchandise store division of Grand 
Union Co. 


NEW YORK 

New York City. Ruth Hinkle has been 
named mdse. v.p. for coats and acces- 
sories at Brooks Fashion Stores. 


New York City. Jane Semmons, former 
junior sportswear buyer for Gimbels, 
has been promoted to div. mdse. mgr. 
of handbags, jewelry, hosiery, fashion 
accessories, millinery and wigs. Morton 
Weiss, who relinquishes these duties, 
continues to merchandise shoes and 
adds cosmetics, beauty accessories and 
mens toiletries. 


New York City. Doris Porcaro has joined 
the New York office of Joseph Magnin 
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as buyer of jewelry, handbags, plg and 
other accessories. She succeeds Susan 
Markman, who resigned to join A.M.C. 
Ms. Porcaro had been buyer of jewel- 
ry, handbags and plg for Specialty 
Stores Assn., where she was replaced 
by Dorothy Formicola. 


New York City. Joel Sneider, buyer of 
misses better blouses, active sports- 
wear and swimwear for Macy's New 
York, was named Herald Square mdse. 
mgr. for rtw, intimate apparel and 
accessories. 


New York City. Mery! Glanell, a former 
branch dept. mgr. for A & S, was 
named buyer of neckwear and belts, 
succeeding Elizabeth Ravit, resigned. 


New York City. Ira Margolies was 
named div. mdse. mgr. of fashion ac- 
cessories at Bloomingdale's. In this new 
post, he will supervise jewelry, watch- 
es, neckwear, hosiery, gloves, belts, 
handkerchiefs, umbrellas and millinery. 

Barbara Cirkva, assoc. fashion co- 
ordinator in Bloomingdale’s accessories 
division, was named buyer for the Cul- 
De-Sac dept., succeeding Myra Mo- 
gulescu Rein, resigned. She reports to 
Russell Stravitz, div. mdse. mgr. of 
handbags, leathergoods and Cul-De- 
Sac. 


New York City. Frank Levine, formerly 
with Venture Stores, has joined Robert 
Hall as mdse. mgr. of lingerie and ac- 
cessories, succeeding Larry Mintzer, 
resigned. 


New York City. Caroline Perrone, mar- 
ket rep for hosiery, handbags, plg and 
neckwear for Gimbels Central Buying, 
has resigned and buying for the acces- 
sories division has been realigned: 
Carolyn Stein, new with the office, was 
named market rep for gloves, umbrel- 
las, hosiery, belts, cosmetics and neck- 
wear. Kathy McLaughlin, who retained 
jewelry, added handbags and plg. 


New York City. Vikki Cantor has been 
promoted to buyer of ladies accessories 
for Korvettes. She joined the company 
as a trainee in 1974 and subsequently 
held the post of assist. buyer in various 
departments. She was also with Macy’s 
and Bloomingdales. 


New York City. Jessie Sheaf, intimate 
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EXPERIENCE COUNTS! 


IN HANDBAG FRAME MANUFACTURE 


Beconardai has the most—38 years 


Manufacturing handbag frames under 
our own name since 1945 and under our 
predecessor's name for 8 years before 
that, means we have the longest line of 
manufacturing experience in the business 


over 38 years. 
Our recently enlarged manufacturing 
plant in Weedsport, N.Y. (shown below) 
has 11,000 sq. ft. devoted to the 
production of Leonardi Frames. We are 


our newest 
Brochure 
Or 


CALL 


COLLECT — 
315/S834-661 1 


the only spring frame manufacturer with 
automated equipment to produce a 
complete line of frames from steel stock 
to finished product (including heat treat- 
ing and plating). 

Our unmatched facilities, complete line 
and same-day shipment by air, truck, 
UPS or bus assure on-time delivery of 
highest quality frames at low direct 
factory-to-you prices. 


Leonardi MFG. CO. INC. 


WEEDSPORT, N. Y. 13166 
Phone: 315/834-6611 


Lengths. 
Always an important matter 


for Baggerie fashion. And even 


Margolin goes 10 all Lengins 


tO bring you 
Fall-into-Holcay 
BOOOS |S 
at iis Best” 


more so for fall and holiday. And this 

season Margolin has gone to all lengths 

to please you. The same is true for our shapes. 

Some soft and pouchy. Some slim and precision 
turned. Some to carry around the corner. Some to carry 


around the world. All to carry her off in great style. So for fall 
and holiday Baggerie at its best, it's Margolin’s ‘76 collection in 
lengths, st:apes, colors, and fabrics that reach out and say “buy 
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“Fit 
fora 


Queen’ 
EMM CSS 
HANDBAG COMPANY, INC 


330 FIFTH AVE * NYC 10001 
(212) 524-4950 


LOOOL Ai!> 20, Man 


Telephone: (212) 563-7055 


News & Notes 
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apparel buyer for the Loweth National 
Buying Service, has added the respon- 
sibility of mdse mgr of ntimate 


apparel and accessories 


New York City. Alan Swern, v.p. and 
gen. mdse. mgr. of dresses, intimate 
apparel, childrens wear and cosmetics 
for M. O'Neil & Co., Akron, will join 
Gimbels New York as gen. mdse. mgr. 
of womens, misses and junior coats, 
Suits, dresses, sportswear and acces- 
sories. He succeeds M. Richard Evarts 
and will report directly to Matt Kall- 
man, chairman of Gimbels New York 


Syracuse. Sharon Salisbury was named 
buyer of neckwear, handkerchiefs, 
gloves and hosiery for Dey Bros., suc- 
ceeding Randy Fater, who has left the 
company 


White Plains Michael Pulte, former div 
mdse. mgr. of the budget store at M 
O’Neils, Akron, has joined Howland’s 
as div. mdse. mgr. of accessories and 
junior and pre-teen apparel 


OHIO 

Akron. A new appointment at O'Neil's 
is that of Frank Berlo as buyer of budget 
store shoes and accessories, succeeding 
Bill Salk, who has retired. 


Cleveland. Allen Platt is now buying 
intimate apparel and accessories for 
Cook United, replacing Joe Caruso, 
resigned 


PENNSYLVANIA 

Harrisburg. Mary Granoff has been 
named accessories buyer for Hess's 
Mary Sachs, succeeding Karen Stuart, 
transferred to the new Capital City Mall 
store. 


Philadelphia. Patricia Lichman, former 
assistant salon buyer at Nan Duskin, 
has been named buyer of accessories, 
succeeding Joanne Zall Cohen, who is 
on leave. 


Pittsburgh. John Budd, v.p. and gen. 
mdse. mgr. of cosmetics and the home 
division at Gimbels Pittsburgh, has 
added responsibility for the mens divi- 
sion. He succeeds Edwin Uchtman, who 
continues as v.p. and gen. mdse. mgr. 
of rtw, accessories, intimate apparel 
and childrens wear. 


WISCONSIN 

Milwaukee. Merchandising duties have 
been realigned in Gimbels’ budget store 
with Joseph Kleiber as div. mdse. mgr. 
of accessories, hosiery, intimate ap- 
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parel, uniforms, infants wear, girls and 
little boys wear, linens, domestics, cur- 
tains and draperies 


Vikki Cantor—Korvettes 


MANUFACTURERS 


Marie Turnesa has joined the sales 
staff of the Work Ticket, Inc., Eisgrau & 
Turner. She formerly was with Acces- 
sory Street and Vera. A junior acces- 
sories house, the Work Ticket is located 
at 417 Fifth Avenue. 


Samsonite Corporation’s Luggage Divi- 
sion has announced the appointment of 
Gerald G. Martin to the new position of 
Director of New Business Ventures and 
Special Products 

Martin’s responsibilities will be to 
develop new business extensions to 
support the Luggage Division's growth 
objectives 


Colonial Industries, Inc. has been 
granted an exclusive license to manu- 
facture and distribute ladies handbags 
under the ‘‘Frye’’ trademark 

The Frye Bag collection will be ready 
for distribution in time for Christmas 
and will retail from $28-$60. A com- 
plete promotional program, including 
point-of-sale displays will also be avail- 
able 

Colonial Industries, with manufactur- 
ing facilities in Framingham, Mass., 
currently produces and _ distributes 
handbags under the trade names of 
Cobbler’s Classics and Limited Edi- 
tions 


Importa Ltd. has announced the ap- 
pointment of Jose Andres Pinzon to the 
position of National Sales Manager. Mr. 
Pinzon has been with Importa in a sales 
capacity since 1974. 


Smart selections from a variety of styles of Handbags i 
to retail from $30 to $80 each. With coordinated + 
accessories to retail from $11 to $22 each. 


Handbags: Black/gold; White/gold; Sliver/gold combinations. 


Accessories: Black/gold; White/gold. 
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A new division of Etra, Thirty-Three 
East Imports, has recently opened its 
doors. Tom Sebring, former handbag 
buyer for Rich’s in Atlanta will direct 
the operation. All bags are Oriental 
imports and will include straws, vinyls 
and beaded bags 


NHA has announced the following new 
members: Mr. Gary Cooper, President, 
Fashion Accessories, Inc., 810 W. Col- 
lins Ave., Orange, Calif. and Mr. Jack 
Wasserman, V.P. Merchandising, 
Fashion Accessories, Inc., 320 Fifth 
Ave., New York, NY 


Colonial Novelties, Inc., 373 East 148th 
St., Bronx, NY 10458; and Ms. Shelly 
Golden, In Things. 705 Montgomery 
Ave., Narberth, PA 19072 


The Riviera Corp. has signed Anne 
Klein Studio to design a line of fashion 
sunglasses which Riviera will produce 
and market along with their new Riviera 
1977 fashion sunglass collection. The 
announcement was made by Mr. Boris 
Kliot, President and Mr. Lester Baum, 
Executive V.P. 


Swaggercraft, Ltd., the retail-products 
division of Forward Industries. Inc., has 
introduced a new luxury line to help 
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Also featuring a wide selection of beaded and resort bags. 
14 EAST 32nd ST. New York, N.Y. 10016 212-532-8237 


News & Notes 
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launch its expansion into new retail 
markets. 

The new line, called the Kashmere- 
Weavecraft Collection, features an ar- 
ray of luggage, attache cases, carry- 
ons, executive planners and related 
items in velour and wovenlike cover- 
ings. Swaggercraft's headquarters and 
plant are at 106-15 Foster Ave., 
Brooklyn, NY. 


Clemente, a new division of Sol Mutter- 
perl at 330 Fifth Avenue, will offer-finer 
handbags, priced from $10 to $40. The 
new division is headed by Helen Simp- 
son. 


Vogue Watch Strap Creations has in- 
troduced a 5-sided counter display for 
its Voguestrap collection. Featured on 
the display, are a total of 56 different 
styles: 35 mens, 14 womens and 7 styles 
for small wrists. Each of these straps is 
priced at $2 to $6. The display holds 336 
straps having a total retail value of 
$1,314. For further details, contact the 
manufacturer at 94 Spring St., New 
York, NY 10012. 


S. Stephen Susong, President of Corral 
Sportswear, Inc., has announced that 
Corral’s Western Leather division, 
makers of Jo-o-Kay tooled purses, 
wallets, and accessories, has entered 
the soft leather handbag market. 
_ The new soft leather line, consists of 
seven western styles, all in top grain 
cowhide. They are detailed with con- 
trast buckstitching, multi-pockets and 
most have adjustable shoulderstraps. 
For further information contact Wes- 
tern Leather Co., PO Box 938, Ard- 
more, Oklahoma, 73401. 


RETAILERS 


Mervyn's, the California and Nevada 
department store chain recently opened 
its 31st store in Santa Clara to bring the 
chain to six in Santa Clara County. 


James Connolly has been appointed 
President and Chief Operating Officer 
of Gimbels New York, which operates 
10 department stores in the greater New 
York area. Mr. Connolly has been Vice- 
President and Treasurer of Blooming- 
dales. 
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James Connolly—newly appointed President 
of Gimbels New York 


SUPPLIERS 


Perimeter M, the third modular, paper- 
board exhibit system to be introduced 
by Container Corporation of America, 
consists of completely closed modules 
that can be used individually as islands, 
or combined to form exhibit patterns. 
Twelve modules fit together, three high 
and four across, to form a standard ten- 
foot booth. 
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FASHION IMPORTS 


© Poly-Vinyls 
e Leather 
@ Canvas 
@ Straw 


SN | e 
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Compo Industries, Inc., Waltham, 
Mass., has developed for Samsonite 
Corporation, the largest high frequency 
flow molding machine in the world. 

In a single machine cycle that takes 
only seconds, the Compo H.F. Process 
produces a fully finished surface, com- 
plete with textures, grains, stitching, 
perforations, hand tooling and other 
ornamentation, on vinyl! parts in one or 
more colors. For full details on Compo's 
Model M High Frequency Flow Mold- 
ing Machine, contact Compo Industries, 
Inc., 125 Roberts Rd., Waltham, Mass. 
02154. 


A new shoe hanger, Hang II, has been 
developed by John Thomas Batts, Inc. 
Using Hang II, shoes and other foot- 
wear may be hung vertically on stan- 
dard peg board displays. Shoe retailers 
presently using Hang II on a test basis, 
report that the new display allows them 
to show 50% more shoes than with con- 
ventional displays. Additional informa- 
tion may be obtained by contacting John 
Thomas Batts, Inc., Zeeland, Michigan 
49464. 


SGL Homalite, a division of SGL Indus- 
tries, has announced completion of a 
CR-39-based co-polymer specifically 
designed for use as the lens material for 
popularly-priced, non-prescription 
sunglasses. 

The new material, labeled H-911M, 
exhibits extraordinary scratch resis- 
tance and is light weight as well. In- 
corporated in the new thermosetting co- 
polymer are additives which allow the 
H-911M sheet material to be ‘‘domed"’ 
(formed to lens shape) and colored 
easily in the manufacturing process. For 
further information, contact SGL Homa- 
lite, 11 Brookside Drive, Wilmington, 
Delaware 19804. 


A 33% reduction in the consumption of 
electricity and a 24% dollar savings dur- 
ing the first two months of operation 
were recorded by Younker Brothers, 
Inc., a Midwestern department store 
chain as a result of its energy conser- 
vation campaign. The company has in- 
Sstallations of the Monitrol system of en- 
ergy management in four of its stores. 

Monitrol, the product of CSL Indus- 
tries, Inc., of Rock Island, Illinois, cuts 
electricity bills in two ways: it programs 
the usage of air-conditioning, lighting 
and other loads to achieve economy of 
operation and it suppresses peak de- 
mand. For further information on CLS 
Monitrol, contact CSL Industries, Inc 
Rock Island, III. 61201. 


Keep your car keys in a pendant ... 


Macy B. Blackmon of Indianapolis, Indi- 


‘Magazine, October, 1976 
sas : 


ana, has come up with a locket pendant 
that holds keys. It is now being intro- 
duced to manufacturers by the Ray- 
mond Lee Organization. Great for peo- 
ple who lose keys. 


The Shain Division (all non-urethane 
products) of Phillips-Clemtex wil! be lo- 
cated at the Allied Leather headquar- 
ters at 209 South Street, Boston, Mass. 
02111. 

Both warehouse facilities and sales 
office will be at this address; the tele- 
phone number is (617) 542-8864. The 
urethane manufacturing facilities and 


sales will continue to be located at Kent 
Street, Newburyport, Mass. 01950. 


Hank Finkel, former center for the Bos- 
ton Celtics has been appointed sales 
manager for Atlantic-Paulson, Inc., 
Somerville, Mass., manufacturers of 
clear plastic display cases and fixtures 
for a wide variety of retail store appli- 
cation. 


Fabric Leather Corporation, a division 
of Borden Chemical, has introduced a 
new woven pattern in expanded vinyl 
that captures the dimensional and 
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natural look of leather weaves. The new 
pattern offers innovative design possi- 
bilities for manufacturers who seek to 
capitalize on the current popularity of 
natural styles, such as canvas and rope. 

For further information, contact 
Fabric Leather Corp., division of Borden 
Chemical, Garview Point Road, Glen 
Cove, NY 11542. 


Two new styles of pressure sensitive 
price labels developed by Monarch 
Marking Systems, a subsidiary of 
Pitney Bowes, enables retailers to price 
and reprice merchandise received for 
special sales. 

The PHG-1120 label, designed for use 
with Monarch's M-1120 hand-held 
labeler, gives the retailer the oppor- 
tunity to mark both the regular price 
and the temporary sale price on a single 
label. When the sale is over, the mark- 
down price can be easily removed by 
tearing the label at the perforation. 
Inquiries should be directed to Gerald J. 
Huelsman, Monarch Marking Systems, 
PO Box 608, Dayton, Ohio 45401. 


FINANCIAL 


Gimbel Brothers, Inc., reported signifi- 
cant improvement in earnings for the 
nine months ended July 3, 1976, despite 
a loss in the third fiscal quarter. 

In the nine months ended July 3, 
1976, net income more than doubled to 
$12,268,000 from $5,137,000 a year 
earlier. Sales totaled $752,104,000, an 
11.2 percent increase over the $676,- 


183,000 reported 
months of 1975. 

The third-quarter loss amounted to 
$718,000 as sales rose 7.7 percent to 
$229,387,000. In the corresponding 
1975 quarter, the company had earnings 
of $955,000 on sales of $212,991,000. 

The company added that shifts in 
consumer spending patterns became 
evident in the third quarter. While the 
economy experienced active consumer 
spending for certain goods—auto sales 
rose sharply—a slowing occurred in the 
rate of sales increases of department 
stores. This precipitated earlier than 
normal and larger seasonal markdowns 
that adversely affected earnings. 


in the same nine 


Pandel-Bradford, Inc. reported net in- 
come of $562,000 or 43 cents per share 
for the thirteen weeks ended June 26, 
1976. This compares with net income of 
$325,000 or 25 cents per share for the 
same period a year ago. 

Sales for the third quarter were $14,- 
737,000 up 22 percent from 1975 third 
quarter sales of $12,114,000. 

For the 39 weeks ended June 26, 
1976, net income was $1,632,000 or 
$1.25 per share versus $166,000 or 13 
cents per share for the comparable 
period last year. Sales volume for the 
nine months was $41,331,000 up 36 per- 
cent from $30,344,000 for the same 
period a year ago. 

Peter Weiss, president, stated that 
although demand for shoes and hand- 
bags at the retail level softened during 
the third quarter, demand for all of the 
company’s other products remains 
strong, reflecting the overall economic 
recovery. 


Mervyn’s, 30-store California and Neva- 
da department store chain, reported 
operating results for the 13-week period 
ended July 25, 1976. 

Net earnings for the second quarter 
rose 4 percent to $1,736,000, compared 
with $1,666,000 for the corresponding 
period last year. The company noted 
that as a percentage of sales, net earn- 
ings were 3.2 percent and although 
below the record-setting 4 percent of 
the second quarter a year ago, were 
greater than any percent achieved for 
any corresponding quarter in the five 
previous years and greater than the 2.2 
percent average of the five years. 

Sales reached a new high of $54,886,- 
000, a 32 percent increase compared 
with $41,578,000 during the same 
period last year. 

For the 26 week period, net earnings 
were $2,764,000, up 18 percent from the 
year earlier’s $2,352,000. Earnings per 
share were 60 cents compared with 55 
cents one year ago. 


The Board of Directors of Jaclyn, Inc. 
have increased the regular quarterly 
dividend to $.10 per share, payable on 
November 15, 1976 to stockholders of 
record on October 15, 1976. This places 
the stock on an annual dividend rate of 
$.40 per share. Previously, the company 
paid quarterly dividends at the rate of 
$.09 per share, or an annual rate of $.36 
per share. Jaclyn, Inc. employs over 
1200 persons and is the world's largest 
manufacturer of ladies’ handbags. 


The Board of Directors of SCOA Indus- 
tries Inc. declared a quarterly cash 
dividend of 17¥% cents per share pay- 


BEN GOODMAN IS NOW SHOWING A HOLIDAY AND EARLY SPRING 
GROUPING OF SCARFS, SHAWLS AND OTHER ACCESSORIES. 


goodman & son co., inc 


NYC 10018 (212) 3 
6: Charlotte: (704) 333-509 
096 


the Latest in 
Personal 
Leather Goods 
by Fairfield. 


Checkwriters 
Frame Purses 
Credit Card Holders 
Wallets 

and many more. 


330 Fifth Ave., NYC 10001 (212) 925-6050 
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able September 15, 1976 on shares of 
record at the close of business August 
11, 1976. The payment will be the 
general merchandising and footwear 
company’s 190th consecutive quarterly 
cash distribution. It compares with a 
dividend of the same amount in the first 
quarter this year and one of 15 cents per 
share in the comparable quarter in 
1975. 

Big Bear Stores Co., of Columbus, 
Ohio, announced that it has completed 
the sale of its assets to a group of pri- 
vate investors headed by Oppenheimer 
& Company. Big Bear stated that it will 
mail to its shareholders a letter an- 
nouncing the closing and advising the 
shareholders of the procedure to be fol- 
lowed in tendering their shares for re- 
demption at the net cash price of $33 
per share. 


The board of directors of Sage-Allen & 
Co., Inc. declared a quarterly dividend 
of six cents per share, payable October 
1 to public stockholders of record on 
September 17. 


PUBLICATIONS 
The National Retail Merchants Associ- 
ation’s (NRMA) latest publication is the 
1976 edition of ‘‘Merchandising and 
Operating Results of Department and 
Specialty Stores.’’ 

The nine major divisions in the MOR 
are broken down into more than 200 
classifications. The study, compiled 
from data fed NRMA by its member 
stores, helps merchants project goals 
and measure performances against 
median and superior ratios of their 
counterparts. 

One interesting fact: top sales per- 
former by classification in department 
stores was men’s sport shirts, with an 
increase of 29.8 percent over 1974. In 
specialty stores, the top performer was 
women’s apparel accessories with an in- 
crease of 24.5 percent. 

NRMA member's price for the MOR, 
$25; non-member's, $40. Postage and 
handling 75 cents per copy. 


OHO 


Best Wishes to Ann Sternberg who was 
married to Steven Lindner on Septem- 
ber 12th. Ms. Sternberg is the daughter 
of Mr. and Mrs. Leo Sternberg of Lesco, 
a division of Spectator Bags at 330 Fifth 
Avenue. 

OKO 


Mr. Bob Goldberg of the Bob Goldberg 
Sales Co. (Chicago rep of accessory 
lines: Margolin, Sol Mutterperl and 
Schaffer Belts) wishes to acknowledge 
his grateful recognition of the thirty 
years of service of Mrs. Mary Alice 
Sturn in maintaining the Chicago show- 
room. 
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a work of art 
with that 
Couturier Look 


Handpainted, Original art and it’s individ- 
uality make our basswood handbag a 
very unique product. It's features 
include a vinyl lining, fitted mirror, 
rubber bumpers, brass hardware, and key 
holder. There are 15 designs and 2 
finishes. 


Ovigisiald 


RD 1, Kennett Square, Pa. 19348 
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Roomy but not bulky, a compartmented 
shoulderbag inspired by the fisher- 
man’s pouch, nestles at the waist. Bag 
and matching boots are from Puccini of 
Florence. 


There are a variety of new materials and styles in the 
latest accessories alta moda collections from Italy 
New Materials For Handbags 

In the latest collections, one sees the results of new 
processes in the tanning of leather and in the manipu- 
lating of fabrics. 

Smart shops in Milan, Rome, Florence and the re- 
sorts for example, feature a new dappled goatskin 
treated by a special tanning process to resemble a par- 
tridge-eye print. This is the creation of designer Dario 
Rossi who looks to nature for soft warm tones of beige 
and gray that will have year-round appeal. He and his 
brother Serafino own and operate Redwall Spa, Via 
Nationale della Futa, 99, 40065 Pianora (Bologna). 

Most of Redwall’s leather bags retail in the U.S. from 
about $110-$230. But on the inexpensive side, Redwall 
offers an entire line of sportsbags, duffels and totes 
made from genuine sailcloth in machine-washable 
nylon. This ‘‘Spinnaker Collection’’ comes in the bright 
colors of the sails themselves: red, yellow and blue, re- 
tailing from approximately $30. Redwall’s other 
products include travel bags, personal leather goods 
and attaches in men’s, women’s and unisex styles 


N. POSIZ. MECC. M. C.C.1.A. MILANO N. 833483 
CREAZIONI 


Gul) Dena 


20124 MILANO - PIAZZA IV NOVEMBRE, 6- TEL. 69 16 70 


New Cottons For Handbags And Umbrellas 

“‘Cicala’’—the cricket—is the name of a patented 
washable cotton that looks and feels like ‘‘Ultrasuede.’’ 
Lorenzo Clemente, Via Chiantegiana 131/M, 50126 
Firenzi, combines it with leather and brass trim in 
shoulder and travel bags. 

With the bags, Clemente coordinates waterproof cot- 
ton prints in umbrellas that usually have a matching 
scarf for a headwrap. Umbrellas are still oversize but 
show a greater degree of refinement. Handles have be- 
come thin and elegant, the wood highly polished or 
leather covered. Geometric or floral patterns are 
smaller and more subdued in color. 

Canvas With Leather Trim 

Very popular this year—and becoming more so—is 
the canvas and leather handbag. Economy dictates cot- 
ton canvas but fashion demands a lavish amount of 


G. Amato 


Creaziont originali piccola pelCotteria 


20136 Milano ‘ 
VIA TIBALO! 29 - TELEF. (02) 83.91.102 
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leather trim, usually of oiled boxcalf. Bags remain 
large, whether carried for a day's shopping or a week 
end away. Cotton canvas that is water repellent and has 
eS its own distinctive repeat pattern flourishes among the 
finest couturier collections 


ALDO 
KN NAVARRO 


GAIL BERGER 


sole agent for U.S 


107-04 71ST ROAD PALAZZO MIGNAN 


FOREST HILLS. NEW YORK PIAZZ 


TELEX 236-256 «INTEUR> 
TEL. (212) 554-4470 


Size And Style In Handbags 

Smaller leather bags that emphasize the drawstring 
style and fisherman’s pouch as seen at Cesare Piccini, 
Via Leopoldi Galeotti 20, 50636 Firenzi, are made of 
conventional calf. Piccini recently introduced an un- 
usually supple and very thin calf he calls ‘‘Moonskin”’ 
(from its silvery glow). The ‘*‘Moonskin Collection’’ now 
includes a full line of handbags and personal leather- 
goods. 


FeQW/All spa 


40065 PIANORO - ROLOGNA - VIA NAZIONALE DELLA FUTA, 09 
WEL. (051) 777471 777472 774U8H 77406 - “TIELEX 52075 REDWALL 


Ditta RAFFAELLO BETTINI 


Via Roma, 113 


Tel. (055) 875633 4 50058 SIGNA (Firenze) 


Rare Leathers In PLG 

Many American buyers are already acquainted with 
the small leather goods of Pelletterie Amato, Viale 
Tibaldi, 29, 20136 Milano. Here, Giuseppi Amato works 
mainly with unusual leather and shows some interest- 
ing textiles too. 

Another source for unusual leathers in plg is Val- 
extra, Piazza San Babila, 1, 20100 Milano. Here, classic 
designs for attaches, manbags, beauty cases and per- 
sonal leathergoods are crafted like objects d'art. 


Valextra 
piazza San Babila 1 / Milano, Italy 


rare leather line 
really hand - made leather goods 


~ Note—all of the manufacturers mentioned in the text 
are equipped to handle export trade. For further in- 
= formation please contact the Italian Trade Commission, 
oa 1 World Trade Center, NYC. Regarding Raffaelo Bet- 
— _tini and Aldo Navarro, see FAM, September, 1976. 
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(Another Good Idea: 


Together Suspenders) 


NEW YORK CITY LOSANGELES DALLAS 
Lamb Chop Pearl Goldman Buddy Michaelson & Assoc. 
(212) 564-5117 (213) 622-1147 (214) 638-1437 


Pyramid Handbags BOSTON SOUTHEAST 
(Children) Sidney Becker Joe Capell 
(212) 924-0153 (617) 426-3455 (404) 393-2830 7 


DENVER, Etcetera, Cathy Ryland, (303) 623-6859 


TOGETHER CRAFTS, INC. 
601 West 26th St., New York, N.Y. 10001 » (212) 242-6343 
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Milan 
19/22 november 1976 


Pavilion 30 in the Milan Fair Grounds 


The seasonal preview of Italian bags, 
handbags, bags for men, travel bags, 
small leather items 

for buyers from all over the world. 
The event is organized by Mipel S.p.A. 


Admission restricted to buyers only. 
On November 22 the event will close 


at 2 p.m. 
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from the superstructure above—nothing comes out of the 
floor. Air-conditioning and sprinklers will be installed at ceil- 
ing height and aseries of baffles will be hung from the super- 
structure in a geometric pattern to create an optical ceiling 
and partially obscure the fixtures above. Aisle locations will 
be indicated by baffles of a second color 

Floor covering along the aisles will not differ in color, 
rather, the entire store will share a rich, monochromatic wall- 
to-wall carpeting. Interior decor will be in understated neutral 
tones and there will be no directed lighting on the aisles and 
minimum overhead illumination. The lighting will be con- 
centrated on merchandise and displays and the system is 
completely flexible—lights may be installed anywhere on the 
superstructure 

The single-minded focus on merchandise contributes to 
Ohrbach's emphasis on heavy, well-selected stocks in ac- 
cordance with current customer demand. Whalen elaborates, 
“We're trying to find aniche in the community as a Store that 
sells quality merchandise for less than its competitors.’’ With 
present regulations regarding maintained prices, Whalen ad- 
mits that Ohrbach’s cannot entirely return to its original low- 
price merchandising concept, however, they are Striving to 
offer savings without resorting to the job lot or irregular mar- 
ket. With future growth in mind, Pearce adds, ‘‘You can't 
feed twenty stores with off-price job lots.’"’ 

The Fashion Accessories division is currently operating ata 
rate of 6% maintained price. Pearce says, ‘‘Our customer is 
fashion minded and price-oriented. She looks to us for the 
fashion looks she wants at 10-20% less than she will pay 
elsewhere."’ 

Fashion Accessories Division Strong 

Fashion Accessories at Ohrbach’s have enjoyed consistent 
growth over the past years. Pearce cites the handbag, scarf, 
top and belt departments as particularly successful. Milli- 
nery also showed excellent sales which Pearce attributes to 
the early recognition of movement in unstructured visors and 
turbans, allowing appropriate adjustments in stocks. ‘‘Early 
predictions were for a strong straw season. Fortunately we 
were flexible enough to make the change in time for peak sell- 
ing.”’ 

Pearce sums up her merchandising philosophy briefly: 
““My watchwords are timeliness and liquidity—especially 
with the fast pace, evolution and change in fashion today. We 
must test early and be liquid enough to have merchandise in 
depth at the right price. In accessories, we must improve 
turnover while refining techniques and adding sophistication 
to our merchandising methods."’ A broad range of domestic 
resources, as well as an expanding foreign market, furnishes 
Ohrbach’s with the capabilities ‘to exercise their unique 
merchandising philosophy. 

Spotting Trends Early Pays Off 

The current successful merchandising and resultant growth 
in the belt department illustrates the Ohrbach’'s technique of 
spotting fashion trends early and acting upon their informa- 
tion. This department had been doing well and was moved to 
prime on-the-aisle locations earlier in the year. Pearce and 
her Fashion Accessories buyer tested the skinny 1/2''-3/4"' 
belts in fall shades early in July at $6.99 retail to pick up a 
trend. The item checked and the buyer immediately began 
searching for the same look with similar findings and a good 
selection of fashion colors for a lower price. The buyer was 
able to locate and purchase in depth a belt that will retail for 
$2.99 during peak back-to-school traffic months. Pearce says 


she prefers to aim for a 30% reduction in the original price 
once a trend is established. Important belt looks that Pearce 
will be ateping| ator the Eves weste 
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(she takes her key from the advance shoe market and the fact 
that she has sold several $80-$90 snake handbags as early as 
July) and tailored looks. The general customer preference is 
toward clean and uncluttered lines—a trend that is strong in 
handbags as well 

The clean look in handbags is being successfully trans- 
lated into canvas, a fabric that Pearce feels is becoming in- 
creasingly important in the California market as a year-round 
fabric. ‘‘Canvas is our fastest growing and most productive 
classification with the exception of promotional vinyl hand- 
bags. They're styling the canvas handbag for a change, 
making the customer want it.’ This spring, canvas bags were 
merchandised separately and did ‘‘phenomenally well."’ 
Again, Pearce uses the shoe market as a barometer, noting 
the tremendous amount of canvas shown in shoes for Spring 
‘77, as well as the current movement toward canvas in lug- 
gage. 

Pearce feels that the influence of the YSL peasant collection 
will definitely be felt in fabric handbags. She is watching for 
the billowy looks, drawstring closings and other peasant 
interpretations in cottons and muslins—and feels that the de- 
signer’s collection has affected Ohrbach's buying for spring. 

Leather sales in handbags picked up toward the end of 
spring and Pearce sees this as an indication that fall sales 
should be good as well, in both domestic and imported pur- 
chases. Promotionally, the volume will still be in leather-look 
vinyl, but the customers seem to want ‘'real’’ feeling items, a 
preference that showed up strong early this year in jewelry. 

Tailored looks continue to be strongest with interest surfac- 
ing in pewter and tortoise. The most popular looks are clean, 
sophisticated, nice to the touch, with refinement in styling. 
Metal sales are about three to one in favor of gold over silver 
with pewter being the exception. The predominance of black 
in the holiday market contributes to the importance of gold— 
and pewter for fashion-forward customers—as the strong 
accessory metal. 

Advertising Really Works 

Pearce‘is a strong advocate of a regular advertising sche- 
dule for Fashion Accessories. Representative items from the 
division appear in newspaper ads weekly with the emphasis 
on handbags and fashion tops. A recent successful ad for 
suede and leather handbags at $8.99 during the second week 
of August proves Pearce’s point that good timing and having 
the right item at the right price will bring customers in— 
even during a storewide clearance. In the midst of all the 
other traffic, customers actually did request the advertised 
bags. Photography and clean layouts have also effectively 
improved the drawing power of ads for her division. 

Pearce uses three tools to help her plan for upcoming 
seasons. Her knowledge of the previous season is always in- 
corporated in projecting carryover trends. Secondly, she and 
her buyers keep abreast of all pertinent trade publications. 
Pearce also watches the Wall Street Journal and the financial 
Pages of the Los Angeles Times where she often notes par- 
ticular items (like the quartz watch) or trends in lifestyles. 
Thirdly, as previously mentioned, she uses the shoe market 
as an indication of coming trends. ‘'! use these as tools’’ she 
explains, ‘‘but above all, | listen to my customer, watch 
people, and pick up the trends from the world we live in.”’ 
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A three-dimensional walk-around space, Farrago consists 
of along counter with back cases and four free-floating cubes 


(continued) 


The unexpected dimension. Natural 
fabric. Canvas, textured straw, 
macramé. Just a few of the exciting 
tactile delights for dress or casual. 
All playing on the sense of touch. 
Come feel them at our showroom in 
New York or see our salesmen. 


BURLINGTON HANDBAGS, INC. 
330 Fifth Avenue/New York/N.Y./(212) 564-5417 
Chicago, Atlanta, Los Angeles and Charlotte 
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set on cement pillars. Bernard Poticha, owner, opened this 
pilot store (next location Water Tower—others soon to be 
franchised) and filled a small cubic area with a huge variety of 
jewelry artistically blended together (feathers mixed with 
coral branch and shells in one area). Case groupings are by 
country, stones, color and metals. Little touches are shells, 
geological rock forms and petite trays that match semi- 
precious stones. 

Take away the security of four walls and what happens? All 
ages and types are hypnotically drawn to the displays. The 
**3-D effect’’ of merchandising leads to browsing and fanta- 
sizing as the customers eye the beauty of other cultures 

Mr. Poticha, a sensitive, intuitive man keeps ahead of 
trends by closely watching the clothing scene itself, by exten- 
sive traveling and by a philosophy that “‘jewelry is here to 
stay because it makes people happy. It's a pleasurable stroker 
with unlimited future possibilities!"’ 

Current emphasis is ethnic—Afghanistan, Persian, Baltic 
and Yemmonite bracelets, rings and necklaces. Hammered 
gold and silver covers winter weightier needs while the holi- 
days usher in a lighter, neater look—tiny gold rings used in 
multiples, small chains and geometrics with pave diamond 
chips. With the return to fine jewelry Mr. Poticha feels that 
the time has come for a revival of the semiprecious stones that 
were so popular in the 1920s—jade, lapis, tiger's eye and 
smokey topaz. 

In case you are wondering what Farrago means, it trans- 
lates to ‘‘variety of good enjoyable things.'’ We quite agree! 

Consumer complaints are rampant in the fashion field and 
confusion in accessorizing remains high on the list. Playtique 
Boutique recently debuting along Chicago's Magnificent Mile 
set as one of its main objectives the solving of this dilemma. 

Lots of people approach Hugh Hefner with merchandising 
ideas—few come to fruition. But when the Penfield Retail 
Services, Inc. approached ‘‘Hef’’ with a one-of-a-kind life- 
style boutique combining totally coordinated better sports- 
wear with home entertainment—the Playtique Boutique was 
born. 

While senses are soothed with music, the shopper can 
select from designers such as Kenzo, Cacharel, Carol Horn, 
and complement the look with accessories from Klein, Kirk, 
Von Furstenberg, and others. All this is accomplished in a 
setting of patchwork leather and ultrasuede wall coverings, 
and glass and bronze archways leading into shops-within-a- 
shop. There are two accessory posts and mannequins are ac- 
cessorized throughout. The fine jewelry section is positioned 
right by the main entrance. Its motif is sleek, subdued and 
modern. 

Playtique believes in scarves as a smashing focal point and 
leans to the charcoal with camel combinations, burgundy, 
grey, black and camel mixes, and monotones dotted with 
white. How do they tie their scarves? Primarily ‘‘choker- 
esque’’—wrapped around the neck twice and knotted in the 
back or draped around jewelry as a neckpiece. Other touches 
are as bracelets, ascots or head wraps in dimensions from 18”’ 
to 60". 

Belts vary from the thin ¥2’’ jute with toggle to a prepon- 
derance of gold and silver coin belts and a Rive Gauche cum- 
merbund feeling to match the tuxedo holiday leanings. Thin 
leathers in burgundy and black top secondary shadings of 
brown and dark green. 

Ivory is it for exciting ornamentation in bangles, wide cuffs, 
donut hole hoops and primitives on gold chains—providing 
the ivory is stained in tea. Any type of brass, silver or bronze 
pendant on cord doubled as a chain or choker is important. 
The long reach to navel territory is back again with the 36’’ 
necklaces. Porcelain hearts, perfume bottles on chains and 
handpainted necklaces are also present. Large hammered 
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gold and silver cuffs (5 to 1 in favor of gold) continue with 
upperarm accents and button earrings. Antique jewelry mixes 
with the ethnic and primitive (scarabs, oxteeth and camel 
bones). A dab of fashionable clothing mixed with music make 
for an enjoyable duet in this pilot store 

A young Chicago jewelry designer, Carol Erlbach, is get- 
ting rave reviews: ‘‘Extremely good flair and very artistic. In 
terms of Chicago artists, | consider her to be the number one 
jewelry maker’’ Bernard Poticha, Farrago, ‘‘Carol’s 
uniqueness in concept and coloration fits in perfectly with 
what's happening in fashion today. A real talent!’’ Joanne 
Gustine, Playtique Boutique. Carol began with macrame, 
feathers and shells at art fairs. A few years experience on her 
own with the Newtown Creative Workshop, opened her eyes 
to customer differences in accessories. Today, Carol com- 
bines travel with a consuming interest in amulets, artifacts 
and one-of-a-kind pieces (Chinese pockets become pendants). 
Antique coral and ivory, elephant bone, hippo teeth, palm 
nuts and womb fetishes are just a few of the elements that 
turn up with contrasting beads in Carol’s exquisite necklaces. 

“I like to think of jewelry as antique and ethnic. | enjoy the 
contrast of color and shape and often include a history with 
the pieces,’’ says Carol. Her collections, ranging from the 
Chinoiserie jade, lapis and cinnabar to Exotica from Zanzibar 
and the Belgian Congo have appeared in museums as well as 
the above profiled stores, Ultimo, Charles A. Stevens and 
Marshall Field’s. What new direction is Carol taking? ‘‘I’m 
into haunting flea markets. There's a world of antique pieces 
just waiting to be tapped as resources.’' Speaking of re- 
sources, Carol Erlbach Designs (2800 N. Lake Shore) is one 
you shouldn't miss! 


New England Report 


(continued from page 18) 


Taking a tour around Cambridge to the more traditional 
men’s shops, revealed smart looks for the coming winter. At 
The Crimson Shop, Ron Portelle described an emerging 
trend: ‘‘Over the past few months more people seem to be 
caring about how they dress—neatness counts. We still sell to 
the professional customer, but in addition, many more young 
people are looking to conservative clothing and accessories 
for the winter.”’ 

The Crimson Shop's accessories speak for themselves and 
need only be arranged simply and neatly in full view. Tie 
displays are placed near shirts, suits and full-length mirrors, 
offering shoppers greater assistance in selecting comple- 
mentary purchases. In addition to an expanded range of 
striped ties for this year, The Crimson Shop is sporting a large 
selection of wool ties in plaids, tweeds and solids, selling for 
$8.50. Bow ties, large and small, are also featured for $5. The 
square-bottomed tie is back, too, in wool as well as silks, 
ranging from $8 to $12 

Warming up the hat department this year are bright plaid 
berets, tweed Sherlock Holmes’ caps and English riding caps 
of solid wools. The Pendleton muffler remains popular in 
solids as well as plaids. 

Scarves are appearing on the scene to be worn instead of 
ties. Dark prints in silk seem to be most popular for winter. 

Belts are also moving to a simpler look in the New England 
area. Plain medium browns and black with a simple gold 
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218 S. WABASH 
(312) 939-6460 


OTHER SHOWROOMS 


ATLANTA 
CHARLOTTE 
DALLAS 


DENVER MIAMI 
LOS ANGELES MINNEAPOLIS 
PROVIDENCE 


. pai Aceassories Magazine, October, 1976 


(continued) 


buckle will be complementing this year’s three-piece suit or 

the solid pants and plaid sportscoat. Says Mr. Portelle, ny 
‘‘These clothes are an investment as are the accessories ¢ 
Customers know that no matter what sells in New York, these 
clothes will always be in style here."’ 

The Andover Shop, also in Cambridge, has added its own 
touch in the accessories department. To jazz up the three- 
piece look, they are showing a variety of straw hats sporting 
bright striped ribbon bands above the brim. Displayed pertly 
around the store, these new additions to the Boston scene 
complement the more adventurous belts—also brightly 
striped with plain gold buckles. 

The Andover Shop is also showing a large selection of ties 
to suit conservative or more daring tastes. Plaid wool ties and 
mufflers surround a collection of quieter prints and checks 
The gingham tie will also be revitalizing the solid suit—a 
popular combination among younger businessmen 

J. Press in Cambridge gives approval to the classic revival 
Displays show the three-piece suit or sportscoat with possible 
crew neck sweaters, ties of all styles, silk scarves, and the 
simple fine leather belt. Here too, plaids abound in all their 
outfits. Hats take on tweed, herringbone and solid wool in 
warm hues. 

Wallets are echoing the styles of the leather belt: plain and 
simple in line. Most have a minimum of toolwork; the essence 
of the leather is itself 

Clearly, it's New England's turn to shine—classical Ameri- 
can looks were born here. The various textures, colors, prints 
and plaids allow every man the option of dressing up his gray 
flannels or dressing down his Highland plaid. 


“Every Girl Should Have 
A Wild Bill On The Side” 
“Contemporary Handbags/Scarves — 


“A Complete 
Accessory Resource 
For Today's Dressing” 
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Couture Leathers from Brazil. 


Ox) InikerSiAe | 
10 W. 33rd St., New York City (212) 594-5294 
110 E. 9th St., Los Angeles, CA (213) 627-3267 


Factory/General Offices: 239 South Los Angeles 
St., Los Angeles, CA 90012 (213) 680-0801 

Los Angeles Showroom: 110 East Ninth, Rm. A-1015, 
Los Angeles, CA 90015 (213) 628-0686 

New York Showroom: frena & Michael, 320 Fifth 
Ave., New York, N.Y. 10001 (212) 594-2334 
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four store women's specialty chain), laid aside ‘‘big store’’ 
ideas and related sound and sage advice to small retailers. 

‘Realistic retailing is knowing how to make money,”’ de- 
clared Mr. Stine. How do you sell for more than you pay. 
how do you buy for one and sell for three? Retailers in the 
business of making money use knowledge gleaned from past 
sales records. Such records reveal, for instance, that spring 
never happens. ‘‘We have only two seasons—fall and sum- 
mer,’’ Mr. Stine observed. Records also disclose that the 
August back-to-school idea is an anachronism 

Armed with this information, what does one do next? First, 
cautions Mr. Stine, you might as well go home if you've come 
to market without a buying plan. Defining classifications, in 
either units or dollars, this key to merchandising success is a 
must. Devising a realistic buying plan and sticking to it is the 
owner/ buyer's job. 

Mr. Stine recommends five-year, two-year and six-month 
buying plans. A two-year plan is a foundation for the five-year 
plan and a six-month plan is a schedule for the present. 

Formidable competition from regional shopping centers or 
stores with vast buying powers demands that small retailers 
be wise merchandisers. Last year's sales volume in polyester 
pantsuits, for example, should not determine the number 
purchased this year. The small store customer in a small com- 
munity bought her poly pantsuits last year. ‘‘Her attitude is 
excite me, motivate me, scintillate me because | really have 
all that | need,’’ stated Mr. Stine 

The wise retailer sees to it that he has motivating merchan- 
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THIS IS THE HOTTEST BAG 
IN THE MARKET... 


A CARRY-ALL WITH A LOT OF 
CLASS FOR A LITTLE CASH. BIG, 
NATURAL, SOFT IMPORTED 
LEATHER. 

IT’S ALL THE GREAT 
LITTLE EXTRAS THAT 
ADD SO MUCH TO 
THE TOTAL LOOK 
OF THIS BAG. 

THE PRICE... 

ONLY 


$11.50 


#7307 

LIGHT BROWN, 
MEDIUM BROWN, 
DARK BROWN, 
BLACK 


in 


Karava 


KARAVAN 

FASHIONS } 
347 Sth AVE. y : 4 
NEW YORK, N.Y. 10016 : Paes 


(212) 244-7883 
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BAG- STOP 


Now Your Handbag or Tote 
can stop slipping! GA 


© GREAT ~ HANDBAG ~ NOTION ~ LUGGAGE 
or SUNDAY DEPT. ITEM 


iN 12 MODERN COLORS. 
© TWO SELF STICKING WIDTHS 
@ 40 PCS PER DISPLAY CARD 
@ SUGGESTED RETAIL: $1.25 ea. 
$50.00 per DISPLAY CARD 
WHOLESALE COST. $.50 ea} 
$20.00 per DISPLAY CARO 
TERMS: NET 30 ~ F 0.8 OCEANSIDE N.Y. 


ANOTHER QUALITY PRODUCT FROM 
T. H. INTERNATIONAL 
P.O. BOX 153 
OCEANSIDE, N.Y. 11572 
(516) 536-0110 
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Hilf Bags 


14 E. 32nd St. NYC 10016 (212) MU4-2269 


Sculptured Suede 


Leathers 
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SALES REPS: 
Jeanne Oberman, NY-Alan Strauss, Metro NY 
Oscar Eichmann, Mid Atlantic 
Ralph Morgan, New England 

MARTS: 
Chicago: Harvey Bartfeld 312-263-1187 
California: Mac Waldman 213-622-0983 
Charlotte: Eloise Costner 704-375-4081 
Dallas: Bergoffen Associates 214-637-3525 
Miami: Jeffrey Willner 305-822-3936 


We are manufacturers of all types of wood products and turn- 
ings to customers specifications. 
All are available in natural, maple and walnut stain and varnish, 


pie or geal for full color catalog sheet and price information. 
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dise in the store. This fall and winter, consumers may expect 
to see the throughbred look of menswear, gauchos, tweeds, 
plaids; hats in fedora, beret and newsboy styles; handbags in 
shoulder, envelope and close to the body styles; boots (which 
incidentally are having the best season since 1968), flats and 
footwear that looks outstanding teamed with gauchos and 
menswear; backwoods styles in slickers, flannels and cordu- 
roy; and the folkloric fantasy of the American west, South 
America, Persia and middle Europe. 

“‘Window displays featuring these looks, coupled with the 
newest scarf and jewelry treatments, encourage customers to 
believe in you and your store,’’ said Mr. Stine. ‘‘Behind all 
this, you may be selling the polyester pantsuits but that is not 
what customers expect to see."' 

“Pricing management for a small store must be thought out 
good by good and piece by piece,’’ Mr. Stine advised. A piece 
bought at $14.75 may possibly be marked at $35 but if it is 
determined to be less than desirable, start it at $19. Mark- 
downs alone deserve individual consideration. In today’s mar- 
ket, a $12 T-shirt will move as a $9.99 markdown. 

Mr. Stine also suggested that after buying, promote im- 
mediately. There is nothing to preclude selling an item before 
a certain date; whenever possible, take advantage of values 
offered at market. 

“The small retailer’s greatest asset is himself. Through 
knowledge drawn from the backbone of America, he knows 
more about fashion and retailing than anyone in the busi- 
ness,’’ Mr. Stine commented. Small businesses can be flexi- 
ble in administering consumer policies. It’s a definite asset to 
know who is applying for credit, requesting a refund etc 
Small business people also enjoy the opportunity to partici- 
pate in community leadership in an effort to promote a healthy 
business climate. Among the liabilities of small business, Mr. 
Stine includes difficulties in obtaining money, unfavorable tax 
Structures and perhaps most serious, an unhealthy inbreed- 
ing of management. 

In closing, Mr. Stine urged retailers to buy what is planned 
and leave paper. 

Market Notes: According to Rick Green, regional manager 
for St. Laurel, a division of Ben Hur Products, Inc., south- 
eastern accessories buyers are reacting very favorably to St 
Laurel's hair ornaments. Combs, bobby pins and headbands, 
in that order, are the top sellers and natural tortoise the most 
sought after shade. St. Laurel offers the hair pieces as well as 
jewelry in gold, white and tiger, fast becoming a favorite. 

It’s only natural that some of the best looking peanut 
jewelry originate from Carter country! Strictly Natural owner 
Faye Halford designs and produces her jewelry in Roswell, 
Georgia. Ms. Halford's peanuts are well preserved before 
being fashioned into neckwires, pendants, earrings, tie tacks 
and pins. Some pieces include natural beads and prices range 
from $1.50 to $2 cost. Ms. Halford designs in naturals only 
4nd reports that semi-precious polished stones at $4 to $5 cost 
are presently her best sellers. 


SOULHWESL REPOST ‘continued trom page 18) 


The fashion revolution in Texas has been brought about by 
some daring boutiques and some innovative merchandisers 
who tried out-of-town concepts in Dallas—like the people who 
turned an old warehouse into the hottest shopping center in 
town. 

Olla Podrida is called ‘a marketplace for artists, craftsmen 
and collectors’ and houses about 72 shops under its weath- 
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ered wooden roof. It is a shopping center for people who 
aren't looking for necessities and have time to spend 
browsing. 

Shops must be unique to be a part of Olla Podrida. Gep- 
petto’s features handmade finger puppets, marionettes and 
antique dolls. The entire shop looks like a puppet stage. 

Gypsies, Beggars and Thieves is a store for the do-it-your- 
selfer, carrying antique type-setting trays and trinkets to fill 
them and antique hobby horses or juke boxes to put in the 
rumpus room at home. 

But it is the jewelry and accessories shops that have made 
the most difference to conservative Dallas. 

Mary Bauer, owner of ‘'Rare Things,’ says, ‘‘! carry differ- 
ent merchandise than most Dallas shops—things like old cow 
skulls and primitive jewelry. For three years, | had skulls in 
the shop and sold one or two a season. Just recently, an 
interior decorator discovered them and now | can’t get 
enough skulls to meet the need in Dallas. My jewelry is made 
from fossils, coral, and driftwood. 

“‘In the time ‘Rare Things’ has been open, I've been one of 
the few carrying the off-beat accessories and jewelry. But the 
Texas fashion scene is changing. Neiman Marcus and the 
straight stores are starting to carry the same things | am, and 
I'm looking around for more unique merchandise."’ 

Ms. Bauer says, ‘‘! don’t make buying trips to find my 
stock. The artists and collectors bring it to me and | get every- 
thing | need by staying right here in Olla Podrida.’’ 

Yves St. Laurent's couture collection may be prophetic of 
the new romantic feeling in the air, or it may be an indication 
of something that's already happening. Several very success- 
ful shops in the Dallas shopping center have already begun 
tapping the romantic trend. 

What could be more ‘‘elegant paisano peasant’’ than the 
bellydancer? The dance, as sport and exercise, is turning up 
all over Texas. Yards of chiffon, shiny gold braid and coins 
and exotic jewelry make up the belly dancing costumes. Re- 
spectable, conservative housewives from Austin to Midland 
are bumping and grinding at courses set up at local YMCAs, 
and are buying costumes by the score. The India Boutique at 
Olla Podrida sells a complete line of belly dancing parapher- 
nalia, including music, clothing and accessories. 

Betty Sterzing, a teacher and performer says, ‘‘The Middle 
Eastern influence is definitely showing up in fashion here. 
American Indian jewelry is going out and the heavy silver coin 
jewelry from Afghanistan is coming in. Fabrics and scarves 
are also part of the influence.’ 

Ms. Sterzing considers Olla Podrida one of her major sup- 
pliers. She buys basics from the India Boutique and has found 
‘‘Aisute’’ cloth at Pharao’s. ‘‘Aisute’’ is a loosely-woven cot- 
ton or silk, covered with half-inch slivers of gold or silver 
hammered into a design. It is a very expensive, very rare 
fabric that is coming into fashion for more than belly dancing 
costumes. 

“Once women get a taste of the exotic Middle Eastern 
style, they want more,’' Ms. Sterzing says. 

Unicorn Fantasy Fashions is another shop where the bread 
and butter is romance. Gloria Ross is a former art teacher 
who's now designing clothes made of her own hand-painted 
silks. She carries jewelry and fashion designed by artisans in 
the state but is looking for more new talent. Everything is sold 
on aconsignment basis, including custom shirts that are de- 
signed and ordered on the premises and made by a Dallasite. 

“Women can get pant suits at Sears,’’ Ms. Ross says. 
“They want something different at Olla Podrida.’’ 

All shops in the big warehouse are open-fronts, with some 
of the walls and finishing touches so unique that the carpen- 
ters who created them signed their names to their work. Olla 
Podrida is a part of the changing scene in Texas—it's innova- 
tive, different, and anything but conservative. 
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seasons 
with chain... 


As a fashion accessory chain is truly a 
“season spanner’! Carries the shirt and skirt 
from summer to fall, carries the longie 
sweater from fall to winter, carries your de- 
signs into a longer selling season. Try a dash 
of our chain on your handbags, belts, shoes, 
hats, bathing suits, jackets, vests ...sparkling 
chains to add sparkle to anything you make! 
And for your chain come on over to Universal 
...you just can’t find a better selection of 
fashion chain anywhere in the world than 
you'll find right here in our sample room. Now 
why not give us a call or better yet drop in 
and see us...and load up with ravishing 
samples for your next season. 


OE 
UNIVERSAL CHAIN COMPANY, INC. 


Selling to Manufacturers 
92 Burnett Avenue, Maplewood, N.J. 07040 » (201) 761-6600 
BRANCH; 305 Eddy Street, Providence, R.l. 02903 * (401) 421-0022 
N.Y. OFFICE: 366 Fifth Avenue, New York, N.Y. 10001 (212) MU 2.1623 


Show 
Calendar 


Sarasota Gift & Jewelry Show 
October 6-8 
Civic Convention Center 
Sarasota, Florida 


13th Annual National Arts and Antiques 
Festival 

October 9-17 

Seventh Regiment Armory 

Park Avenue and 67th Street 

New York City 


Tanners’ Council of America 
60th Annual Meeting 
October 14-15 
Continental Plaza Hotel 
Chicago, Illinois 


Simply 


Automatic 


the Schwabe die cutter 


Here is a unique die cut- 
ting machinethat —, 
adapts itselfto your fj 
individual needs. 
Manual, semi auto- 
matic, or fully auto- 
matic, this flexible and 
precision engineered 
machine changes 
its mode of 


Herman =a Industries 


DIE CUTTING MACHINES SHAPING THE PRODUCTS OF THE WORLD 
PLANT: Jay Cee Drive, Valmont Industrial Park, W. Hazleton, Pa. 18201 (717) 455-9481 
SHOWROOM/OFFICE: 147 Prince Street, Brooklyn, N.Y. 11201 (212) 237-1700 


operation in seconds at 
the push of a button. 
Since it is so easy to 
operate, you will cut 
operation and main- 
} tenance costs as rapidly 
as your goods. 
You must see it 
performing, it's 
simply automatic. 


Intertrend 
October 17-19 
Offenbach, Germany 


Loulsiana Gift & Jewelry Show 
October 24-26 
Fountainbleau Hotel Ballroom 
New Orleans, Louisiana 


Panama City Gift & Jewelry Show 
October 28-30 
Howard Johnsons Gulfside 
Panama City, Florida 


Daytona Beach Gift & Jewelry Show 
November 2-4 
Holiday Inn Surfside Convention Hall 
Daytona Beach, Florida 


2nd Sele-PEL 
November 19-22 
Milan, Italy 


National Specialized exhibit of leather 
hides, skins, tannery 

November 26 - 28 

Vicenza, Italy 


14th New York National 
Boutique Show 
January 6-9 
New York Coliseum 
New York City 


Fashion & 


30th Mipel 
January 14 - 18 
Milan, Italy 


5th Hellenic International Fashion Fair 
January 28,31 


Thessaloniki, Greece 


Modacalzatura 
March 4-8 
Bologna, Italy 


FAVORITE BLOOPER 

Jaclyn, as the nation’s largest handbag 
manufacturer . . . maintains four fact- 
ories Producing an average of 
860,000 bagsamon... 

The New York Times 

And mon, if you never made a bag, 
that’s a lot of work. 
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THE 
MARKETPLACE 


Classified ads are $20 per inch (approx. 6 
lines of type) Send ads to Terry Petak, 
FASHION ACCESSORIES MAGAZINE 
80 Lincoln Avenue, Stamford, Conn. 06902 


Have high quality, well accepted line of 
vinyl handbags in appealing designs. 
Need representatation in Charlotte, 
Atlanta and St. Louis markets. Write 
Champ Products Corporation, Box 8, 
Saratoga, Indiana 47382. 


WELTING CORD 


for Handbags, 


Handles 


* Attractive Prices 
* Prompt Delivery 


LORRAINE 
Upholstery Supplies 


430 Bond St. Brooklyn, N.Y. 11231 
1212) MA 47153 


“It's an open and shut case!” 


Nothing beats facile’ 
The ORIGINAL Spring-Action Frame 


Doesn't it make good sense fo use only authentic, 
patented spring-open, snap-shut frames in your 
company’s products? 

For spring-action frames of all sizes and styles 
that are sure to fit your new line. write or call: 


John G.Treacy & Company, Inc. 


Harwood Bidg., Scarsdale, New York 10583 Tel. (212) 881-8643 


ONE OF THE COUNTRY’S LEADING MANUFACTURERS 


OF FASHION ACCESSORIES AND HANDBAGS 
IS EXPANDING ITS SALES FORCE! 


Major manufacturer with guaranteed delivery requires 
sales professionals with major department and specialty store experience. 
Representation of Fashion Accessories and Handbags required for: 


TEXAS — NEW ENGLAND STATES — MID-ATLANTIC STATES 


Call or write in confidence to: 
WILD BILL, A Division of F.C. Industries, Inc. 
Formerly Funky Chunk 
239 S. Los Angeles Street 
Los Angeles, California 90014 
213-680-0801 
Att: Mr. Bill Foreman, President 


INDEX TO ADVERTISERS 


Our editors provide this convenient alphabetical index to advertisers as a service to our readers Reading the advertisements is like 
making a monthly trip through the market, keeping our readers abreast of who is doing what and where in the fashion accessories field 
It's an education in itself. That’s what FAm js all about. Enjoy! 
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CO. ine. 


Established 1927 


45 West 34th Street 
New York, N.Y. 10001 
(212) 947-1153-54 


The softest leather for the hand- 
bag trade in Nappa. Cowhide, and 
_Cabretta in forty designer colors 


Jaclyn, Inc. . phe .2nd Cover 
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Karavanttashions; Inc... ........ 59 
Knapp Originals. . . acme 51 
Lee-Vic Industries. ....... tke 
Leonardi Manufacturing 
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Salerno Handbags. . . 
Schwabe, Herman 
Sele-Pel : 
Simon Straw Bags Company: 
Sirco International 

Slam Belts & Bags 

Stein, Catherine. .... es 
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TH International . . . 
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Universal Chain Company, Inc 
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Westport Company . 
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Work Ticket, The... 
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Synthetics 
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International Exhibition of 
basic and accessory products 


for footwear and leather 
goods manufacture 


19 - 21 November 1976 


MONTECATINI TERME (italy) 


GRAND HOTEL & LA PACE 


Stylists - Tanneries - Metal accessories - 
Lasting - Heel factories - Industrial fabrics - 


® 


E’RE READY! 


OUR BRAZILIAN OPERATION IS NOW WELL ESTABLISHED. 


LOOK FOR: 


LEATHER QUALITY SOFTER AND MORE SUPPLE THAN EVER, 


LEATHER PRICES YOU EXPECT FROM 
MANUFACTURERS WHO OWN 
AND OPERATE THEIR 
OWN FACTORIES, 


FINE PLAYGIRL WORKMANSHIP, 


STYLING THAT ESTABLISHES 
OUR FASHION POSITION 
IN THE U.S. AS 
EUROPE. 


BEST OF ALL, OUR SPRING COLLECTION HANDBAGS 
STARTS UNDER $20 RETAIL ! 
ae $20 RETAIL | 


Playgirl Handbags, 320 Fifth Ave., New York, N.Y. 10001 
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_ The 
Phillippe 
Line. 


Main Office | 1100 So. Flower Street, Los Angeles, CA 90015 (213) 748-8231 
New York Showroom | Penthouse Suite. 1O West 33rd St., New York, NY IOOO! (212) 594-8686 
Los Angeles Showroom | B1073 110 East Ninth Street. Los Angeles, CA 90015 (213) 748-8231 
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